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Good-Natured Copy 
Features New Drive 


For Ethyl Gasoline 


New York, Feb. 9.—Backed by a 
seven-figure appropriation, the new 
‘campaign of the Ethyl Gasoline Cor- 
) poration will reach its full stride next 
‘month. Batten, Barton, Durstine & 
‘Osborn, Inc., is the agency in charge 
‘of the drive, which will continue 
without a break until late in the fall. 
| The campaign will employ 6,000 
‘urban and rural 24-sheet posters, to- 
‘gether with seven general weeklies, 
‘five general monthlies, five class 
magazines, thirty-one farm maga- 
‘zines, thirty-seven trade papers, two 
fraternal magazines and three scien- 
tific publications. In addition, the 
Canadian coverage includes five gen- 
eral magazines, five farm papers and 
four trade papers. Copy consists of 
-pages only, many of them in four 
' colors. 

The newspaper advertising will be 
placed solely by refiner licensees. To 
encourage them to feature their 
brand of Ethyl, instead of emphasiz- 
ing the bargain character of regular 
gasoline, as has been the practice re- 
cently, the company will rebate two 
and one-half mills per gallon as a 

newspaper advertising allowance, 
' providing the licensee spends a mini- 
* mum of five mills per gallon on the 
' total gallonage. 

» The agreement provides there will 
_be no rebate should the licensee 
spend less than the _ stipulated 
amount. The rebate will be limited 
to two and one-half mills, regardless 
of the amount spent by the licensee 
in excess of five mills per gallon. 


Should Increase Lineage 


The unique plan, it is believed, will 
encourage licensees to increase their 
Ethyl copy in newspapers substan- 
tially in order to earn the advertis- 
ing allowance, which may amount to 
as much as 50 per cent. As the retail 
selling price of the Ethyl fluid added 
to regular gasoline is three cents per 
gallon, the cost of newspaper adver- 
tising will amount to a minimum of 
sixteen and two-thirds per cent of the 
consumer’s price where the ailowance 
is earned. 

The copy plan exhibits remarkable 
restraint in view of the current 
_ competitive tendencies in petroleum 

marketing and the heavy onslaughts 
against Ethyl brands, to say nothing 
of the trading down practices com- 
mon among licensees. Salient fea- 
tures of the campaign are good na- 
ture, constructive efforts to trade up 
regular gasoline and the absence of 
attempts to wrest sales from other 
premium fuels. 

The keynote of the campaign is 
struck with humorous, human inter- 
est illustrations by Frederick Stan- 
ley, who did the Buick prize-winning 
_ poster of last year, ‘Boy, that’s travel- 
in’!” With a few words in a bal- 
loon and a signature, they tell a com- 
plete selling story. A double effec- 
tiveness is secured in the publication 
copy by using the poster illustrations 
in combination with text. 


7 nemeaeeesae 


All Carry Same Line 


Keying the copy to current condi- 
tions, all publication advertisements 
carry the display line, “And the next 
best thing to a brand new car Is 
Ethyl in the tank of an older car.” 

This fact, together with the claim 
that the slight extra cost of Ethyl is 
more than offset by savings in re- 
pairs, is expected to sink deeply into 
the consciousness of the 18,000,000 


owners whose cars are more than two 
years old. 

All general, farm and class publi- 
cations are receiving the same 
poster-text advertisements, except the 
American Weekly, which is carrying 
a unique type of copy modelled after 
the distinctive Hearst illustrated ed- 
itorial. 

The first of this series, which ap- 
pears Feb. 12, is entitled, “A Life 
Preserver for Your Car.” The illus- 


(Continued on Page 14) 


Sinclair Fights 
Oil Bootlegging 


Chicago, Feb. 9.—Sinclair Refining 
Company this week entered the war 
on oil bootlegging with newspaper 
copy which ties up with the com- 
pany’s famous “mellowed a hundred 
million years theme” and introduces 
a new tamper-proof container for its 
motor oils. 

Initial copy in the new campaign 
was released yesterday to newspa- 
pers in Milwaukee, Indianapolis and 
Alton, Ill., and, according to present 
plans, will be launched shortly in 
other middle western cities, with pos- 
sible extension to other parts of the 
country. 

Typical copy shows one of the well- 
known Sinclair dinosaurs guarding 
cans of Sinclair Opaline and Sinclair 
Pennsylvania from the attacks of oil 
bootleggers. One advertisement is 
headed “Exit Bootlegger!” and con- 
tinues: “Motorists in your city buy 
Sinclair Motor Oils from tamper- 
proof cans to aid dealers in war on 
bootleg oil.” 

Copy warns motorists that “there’s 
a fight on in this community—a finish 
fight on the ‘racket’ of motor oil sub- 
stitution. Twenty-five per cent of all 
the motor oil sold today is estimated 
by some authorities to be ‘bootleg.’ 

“It’s hard to detect this cheating. 
You ask for a well-known brand of 
motor oil. But the oil that is ac- 
tually poured into your motor may 
be a low grade product worth not 
half the price you pay. Sometimes 
even crankcase drainings masquer- 
ade as a famous brand. 


New Cans Featured 


“In the thick of this fight against 
bootleg are the Sinclair dealers 
armed with the most efficient weapon 
against bootlegging ever devised— 
the new Sinclair one-quart and one- 
gallon Tamper-Proof cans. These 
cans are refinery-sealed—dirt-proof, 
contamination-proof and non-refill- 
able—an air-tight guarantee that you 
are getting precisely what you or- 
dered. 

“Watch the Sinclair dealer open 
this can before your eyes. Watch him 
smash it beyond all possibility of 
repair. Know you're getting what 
you paid for!” 

The current campaign by Sinclair 
is the second launched by a national 
advertiser of motor oils in which 
bootlegging is the dominant theme. 
The Pennzoil Company, whose adver- 
tising activities were reported in a 
recent issue of ADVERTISING AGE, 
has been featuring this subject for 
some time in connection with its 
bonded dealer plan, and plans to con- 
tinue the theme throughout 1933. 


LYSOL IS FRANK 
IN DISCUSSING 
DELICATE TOPIC 


Aims More of Its Copy at 
Husbands 


New York, Feb. 9.—An increase in 
the advertising addressed to hus- 
bands on Lysol for feminine hygiene 
indicates the success of an unusual 


indirect appeal. With the other two 
themes now being used, the complete 
campaign also reveals that the reac- 
tion to utter frankness has improved 
amazingly the past three or four 
years, a fact largely attributed by 
this advertiser to a common tendency 
of manufacturers of products of an 
intimate personal nature to speak 
plainly. 

Lehn & Fink, Inc., manufacturers 
of Lysol, began to test the appeal to 
men a year ago through Lennen & 
Mitchell, Inc., using black and white 
pages and large fractional space in 
Liberty, Cosmopolitan and Red Book. 
The campaign is enlarged this year 
with the addition of Collier’s and 
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Dealers to 


Carry 


Entire Ford Load; 
No National Copy 


Detroit, Mich., Feb. 10.—Not one line of advertising will be used 
by Ford Motor Company when it presents its new V-8 automobile 
Saturday, Fred Black, advertising manager, told ADVERTISING AGE 
today. All space used will be placed by dealers, he said. 

This means that no national media will carry Ford announcement 
copy. First advertising will be restricted to local and regional media 


as selected by dealers. 
ploying a full list of newspapers 


Ford heretofore has followed a policy of em- 


for his new model introductions. 


“Our present action does not establish a new policy,” Mr. Black 


P&G Wage War 
On ‘Body Odor’ 


Cincinnati, O., Feb. 9.—A vigorous 
war on “body odors” will be waged 
during 1933 by Ivory Soap, with 
“pleasant, odorless lather” featured 
in copy which asserts that “you don’t 
need special, strong-smelling soaps 
to end ‘body odors.’” 

The first shot in the new campaign 
was a four-color page in the Feb. 4 
issue of The Saturday Evening Post, 
in which copy declares: 

“No doctor you ever heard of 


recommends strong-smelling soap for 


a baby’s bath. Doctors don’t advise 
fancy colored or scented soaps for a 
baby’s sensitive skin. Instead they 
say, ‘Use Ivory—it’s pure.’ Doctors 
know. Ivory Soap is odorless. It 
hasn’t any fancy color. It is a pure 
soap—as pure as a soap can be. 

“But—it ends ‘body odors.’ Ends 
‘body odors’ completely, pleasantly, 
efficiently. You won’t find anything 
sweeter or fresher or cleaner than a 
year-old baby after his Ivory bath. 

“You yourself—after a refreshing 
plunge into Ivory’s gentle suds—can 
rest assured that you'll step from the 
tub clean and fresh and fit. Pure 
odorless Ivory gives you a pleasant 
bath—and one that cleanses com- 
pletely.” 

The body odor angle will also be 
used on another front by Procter and 
Gamble Company, Ivory makers, in 
a newspaper campaign for Kirk’s 
Coco Hardwater Castile soap, for 
which copy not only stresses the 
ease with which the soap ends body 
odors, but also asserts that it “leaves 
no M. 8.” M. S., translated for the 
reader, means medicine smell. 


Last Minute News Flashes 


Major Market Newspapers Give Rebate 


Chicago, Feb. 10.—A rebate of 10 per cent on dues was voted by Major 
Market Newspapers, Inc., at a directors’ meeting this week. Reduced costs 


of operation made the step possible. 


Premier Takes Over Pabst Advertising 
Chicago, Feb. 10.—The advertising of the Pabst Corporation, Milwau- 
kee, recently taken over by the Premier Malt Sales Company, Chicago, 
is now being handled by the advertising department of the latter, in Chi- 


cago. 


This includes cheese, beverages and all other Pabst products. 


Marvin 


Harms is advertising manager of the Premier company. 


Roosevelt’s Daughter Offers Radio Services 
New York, Feb. 10.—Mrs. Anna Roosevelt Dall, daughter of President- 
elect Roosevelt, has offered her services for commercial broadcasts “spon- 


soring a product consistent with her public position.” 


According to 


Bruce Quisenberry, Inc., others now available for radio advertising 
through this agency include Will Rogers and Helen Wills Moody. 


explained. “It does not set a 
precedent by which we will be 
bound later on in the campaign. 
Future activities and policies will 
be governed by conditions. We 
cannot predict them. 

“For the present, however, we 
ourselves will do no advertising. 
Although we will co-operate with 
dealers by furnishing them with 
copy and suggestions, they may 
use any media they desire and to 
any extent they choose.” 


Asked what arrangements have 
been made for advertising at multiple 
dealer points, Mr. Black explained 
that dealers..in cities will associate 
for co-operative purchase of space 
and execution of plans. Retail out- 
lets recently established by the com- 
pany as “laboratories” will share 
costs with dealers in cities in which 
they are located, he said. 

The automobile to be introduced 
this week end is a large eight. A 
smaller eight, it is reported, will 
follow later, probably in April. 


See Campaign Later 


Newspaper advertising managers 
here are of the opinion that Ford is 
holding his appropriation in reserve 
and that he will break a huge na- 
tional campaign for both cars in the 
spring, at the peak of the motor 
sales season, when the second model 
will probably be announced. 

W. C. Cowling, director of sales, 
declared at a preview for the press 
today that “the day of ballyhoo for 
automobiles has passed. Facts alone,” 
he said, “will sell motor cars from 
now on.” 


Dealers at all key points and some 
smaller cities have already received 
shipments of the new models. Their 
advertising, it is believed, will start 
immediately. Others will join as 
they receive shipments. 

Definite announcement of the man- 
ner in which Ford will introducé its 
new models to the public ends a long 
period of “watchful waiting” by 
newspaper and magazine advertising 
managers, who have been eagerly 
awaiting news that schedules would 
be released. 

The first public showing of new 
Ford models was originally planned 
for Jan. 28, it is understood, but 
labor difficulties in connection with 
the making of Ford bodies is believed 
to have caused the postponement. 

N. W. Ayer. and Son, Ince., is the 
Ford agency. 

The new car is larger and more 
powerful than any previous model, 
and embodies several important 
changes in 14 body types, including 
an increase in wheelbase from 106 
to 112 inches, and increase in horse- 
power from 65 to 75, with a maxi- 
mum speed of 80 miles an hour. New 
styling features include a sloping 


gt es eae a . ot Sie , years ae ee ee een, Wag Re pea ae ee Seay) a Ly See caer Tu Eg & eee aes a ae Ree ieee kk. te a eat ra ok a eS 9 ae oe A aa ae a eat AT ae ba - a, 
if : F : pee hi ee ea Cae ees ia e 4 g x * a. " es shee ve z * ; ie : 
“i + a 
Be 2 ie 
ae ee Oe 
Jon _ oar 
= Eee 
Late a : 
A —_ - 
I 
oe “— | hee 
Se Pp : : , 
- i 
‘* Bey 
; Sa 
; . 
i iets 
is os 
ae we 
Sones a 
s — 
“a | 
re aa PS 
aS ee, 
% a _————— a ee 
. onc. 
ss . re 
aa - 
ay ie 
Bic dace 
i ek a 5 
er = ee 
on a ee 
3 ee =» 
ea en 
he Pres ae 
ae eee 
me als ; 
cA “i 2 ohn 
‘ind mete 
Bia i 
: 4 ——— —S—S—S—S==S=SS=S=a== o re 
ee | i 
ae 
| oo a 
‘? i 
4 a , 2a 
2 +, a | 
Fi : = — 
. 
ae, 
nae “aS 
| —— oe * a 
fe, eee ae 4 a 
_ $ i else i datnd 
pias ee eat x eS 
: a 2 : sa 
; ; sd ae 
; ; i nn 
Be £ . ——- jee. 
om | fi i a coatan: 
E y », Eco ae 
| a a ar 
; ‘ & a 
*' 7 . ip 
‘ Pats ; = 
| 2 Mae ge in og t 
; | a hes : bE 
“ ea yoo 
§ ji Se ' z ca ee 
eee pe aise! 
| . lla ie i 
| ‘ a ae oar aa : 
4 eo Se FE se s 

. . Se en ee ca ay 
baa oe 4 Pe re ag Sa eee 4 ee: 

: ob ek ok ae ; RAS 
‘ah | ee eee ; a 
Ban, 7 eae ge a 
iit 
Renta : 
es a oa r 
au? 

Seas 
va et S 
en 
ss ai 
oe 
: idle 
2 sat ; 
‘ een ae 
: ae 
f Phare! 
mere 
| aun 

: foi 
5 ef 93 Pea 
ee EEE — | ne 
Sia | } oe 

he | gsm 
| ee - 
: “hinge 
: re 
$$ ‘ 7 
ee 
| 
| ee . 
‘ = eee Sig ae Saas Noe Aa ONO: 5 ee ee tk ee eee Peck ae 
i eee ce ae ee : Seo eer a an Fes “4 i pe eee he See erat a 4 pee peut arty ie wa eA] pie os Satehaet Ss tote 2S eles Sa Jc gale lee eee Bore ae er eae ee 
pee Ecce. 3k py ae 2 RE Aa oer oc erycesemee RR Aerial + ee te oe ee, ae Oe Came: Gemma Wa ey oa ee ik ae ee Oe ae ge pens ee 
ee eo) eee a ta. ER acatoe FS der Nee ey ote Nether) + ie eS! Ok 5 a ne Fac ence. FE mer ee Re oe eae Lae aoe SAS Pee Bei % Be ae i ip eyo, EMORY ble em Wiehe R ee ee at 
ie ess ee eee et kas Roo cel ee ees yy Pos sae ee, Re Pia tae al Bd ah ea alia gt te ae; i ae (im ada a a" a Ji dey Rene eae Eo (Me oat pat Seat 
ede See Ske ere aia aaa oa Das ai eae Bae eke ite Cc m8 0 Ce I Ry 1s ee acc cy ee ee ee ne Moy Fee as eR ae Me ree 2) ee) Pepe ge ane ae eee 
5 Ree. caer: ae we eat (ee i RE ae ad teas al at Gee. ah * wee eet a ernie pee Te pag ei Rte Siva CB fangs theres 5 ips ae Be. pe seer oe 3 4 4 ge 
ees ae OE EDN Sat a ea ey Pre cee Ogu a SERIE fo 9 ce Sa ae Bae Fea eee 50 ee a ne Ce ge ae Ne eee ee) ea eae te ee ee de rae Rt r : = Briere ge : Pea 
ae a : : eee Shee ae heat sei eo Rai ea airy Fie oc ep a ea ieig 2S SE onsBaeg UND ot al TERRE a0 es A eRe eR, ee eae oe oe ees 
yee Wee ee ee i GUN. ett VNR ieee ke 
eee eg Ss ae SE TY FSA ie Sy OLR 2 yen Sina ee ce ee he <- ah Or ee ne eee ee ene, ey oe ae 0 ae sae Sey ee ee oe Nan iy pe oe = ann ie 


2 


ADVERTISING AGE 


February 11, 1933 


“V" radiator grille, skirted fenders, 
20-degree windshield slant, curved 
roof header and backward sweep of 
apron masking gas tank. 


Would Trade 


Cars for Space 
In Newspapers 


Chicago, Feb. 9.—Newspaper pub- 
lishers with $150 in cash were given 
the opportunity of acquiring an auto- 
mobile, under terms of an offer 
mailed this week by Willard E. 
Stevens Advertising Agency. 

Representing an unidentified auto- 
mobile manufacturer, the Stevens 
agency offered to trade new cars of 
1932 vintage for space in a selected 
list of newspapers. 

The selling price of the car, the 
letter explained, is around $1,000, and 
the agency commission, to be paid 
in cash by the publisher, is about 
$150. 

Mr. Stevens, formerly a magazine 
representative, specializes in trade 
deals. He recently placed advertis- 
ing on this basis for the Kalamazoo 
Stove Company. 


Mears, Sales Expert, 


Joins “Cleveland News” 


Chas. W. Mears, independent mar- 
keting counselor and dean of the 
Cleveland School of Advertising, has 
accepted a full-time position on the 
advertising staff of The Cleveland 
News. 

He turned to advertising for a 
career in 1903 after completing a 
legal education, and in 1907 won first 
prize in the $5,000 Arbuckle market- 
ing contest. Other achievements in- 
clude publication of several books on 
advertising, selling and public speak- 
ing, through which he has become 
well known nationally. 


G. M. Meets Dividends 


General Motors Corp., New York, 
has declared the regular quarterly 
dividends of 25 cents on common and 
$1.25 on preferred. Net earnings in 
1932 amounted to $164,979. 


MERCHANDISING 
PROBLEMS KILL 
BREWERS’ JOYS 


Ranks Split Over Method of 
Tapping Market 


New York, Feb. 9.—Consideration 
of merchandising problems which 3.5 
per cent beer will bring in its wake 
is having a sobering effect on metro- 
politan brewers, whose joy over cer- 
tain and early modification is tem- 
pered with misgivings about changed 
conditions since the advent of prohi- 
bition. 

Not the least of these problems is 
the making and remaking of public 
opinion with respect to the funda- 
mental character of beer. The im- 
portance of this subject, as well as 
the difference of opinion among brew- 
ers, was illustrated here recently by 
the proposal of the inventor of a 
brewing process to organize his licen- 
sees to advertise their product as a 
dependable source of vitamins. 

Alarm over the possibility that the 
idea beer is a medicine might be thus 
instilled into the public mind served 
to unite several leading local brewers 
into an opposition group. Noting the 
tendency, as well as the first expres- 
sion, it proposes to undertake the 
advertising education of the field at 
large, paying particular attention to 
the many brewers who will enter the 
business without pre-prohibition ex- 
perience or regard for tradition. 


To Talk of Food Value 


As a counter-measure, the group 
also has under consideration a plan of 
co-operative advertising stressing the 
merit of beer as a food, recommend- 
ing its free use in the home and 
pointing out the impossibility of mak- 
ign healthful beer without brewing 
equipment. The objective would be 
to represent brew as a double value, 


soe3t takes 
salesmen to 


57 carrier 
deliver the 


Register and Tribune in 
Marshalltown, lowa! 


EEE 


M assuarzrows 
one of Iowa’s bus- 
iest trading centers, is situated at 
the crossroads of three main line 
railroads; on the Lincoln high- 
way. Freight and passenger trans- 
portation service is excellent. 
Paved and gravelled highways in 
all directions make shopping in 
Marshalltown an easy matter for 
the people living in this section of 
Iowa. 

Here is a fine example of a high 
class, completely American town 
. . . Of which there are many in 
Iowa. Splendid stores and shops; 


an important manufacturing cen- 
ter. Besides Marshalltown, there 
are other towns of secondary size 
in this area, such as: Eldora, 
Nevada, Grundy Center, Tama, 
and Toledo. Every town in this 
territory of over 300 population 
has Register and Tribune carrier 
salesmen who deliver this news- 
paper right to the doorstep. In 
Marshalltown, alone, there is a 
staff of 57 carrier salesmen! 

In this trading territory The 
Des Moines Register and Tribune 
has a circulation nearly double 
that of the next largest daily 


attractive theaters; newspaper. Living 
fine hotels; beauti- — in this area are 
ful schools and vital 32,013 families (U. 
churches and wide, : = S. Census 1930). 
spacious streets py The Register and 
lined with modern [= Tribune is received 
residences where /.1J daily by 13,986 of 
17,373 Iowa people CES these families. 
live . . . friends of === vai = =, 15,036). 
== a e ominance 
Fare - >< ae wt Satatetteyey= = of this newspaper 


your product! 
Many diversified 


= in the Marshall- 


= town area is typi- 


industries make it 


Nearly 14,000 families receive The Register and 
in the Marshalltown trading area. 


Tribune dail ly 


cal of its “effec- 
tive coverage” all 
over Iowa! 


The Des Moines 


Register and Tribune 
* 


230,221 Daily . . 


ATA. « 3 


208,243 Sunday 


an enjoyable beverage and a liquid 
bread. 

A big advantage of a campaign of 
this kind, its advocates maintain, 
is that it not only meets the require- 
ments for immediate promotional ac- 
tivity but can be continued through 
the transitional period of modifica- 
tion to repeal. 

The inventor of the vitamin proc- 
ess is continuing his efforts un- 
daunted, however, and his disciples 
will be heard from later. He sees no 
reason why brewers should not bor- 
row a leaf from the fruit and yeast 
industries, which have prospered 
greatly from vitamin exploitation, 
and has urged them to tap the accept- 
ance built up by some $30,000,000 
worth of vitamin advertising. 

Distribution problems are present- 
ing their own puzzles and annoy- 
ances. Kitchens are smaller for one 
thing and buying and living habits 
have changed. 

The certainty that retail take-out 
and filling stations will be limited by 
high license fees and other restric- 
tions, while speakeasy competition 
will be intensified during the modifi- 
cation era, points to the home as the 
most vulnerable point to attack, as 
well as the sector defending the rich- 
est prize. 


Throw-Away Container Sought 


It is conceded that anyone who 
devises a practical container which 
can be discarded after use will have 
a head start in the race for this mar- 
ket, and it is rumored that a can 
similar to those used for canned vege- 
tables has been tested successfully 
under laboratory conditions. 

Another scheme is to furnish the 
home customer with a bulk container 
occupying an entire compartment of 
the refrigerator, or, if a larger sup- 
ply is desired, equipped with its own 
refrigeration, to be kept filled and 
serviced by route men. 

Older heads in the industry heap 
ridicule on these suggestions, assert- 
ing half the pleasure of beer drink- 
ing is in the bottle. “New days, new 
ways,” reply the progressives confi- 
dently. 


Mrs. Roosevelt 
To Leave Realm 


Of Advertising 


New York, Feb. 7.—As soon as her 
husband becomes president, Mrs. 
Franklin D. Roosevelt will not lend 
her name to anything that might be 
used in advertising promotion, ac- 
cording to a copyrighted story ap- 
pearing in New York Evening Post, 
She referred particularly to appear- 
ances on commercial radio programs. 
Mrs. Roosevelt is at present appear- 
ing on the Pond program. 

It is understood, however, that she 
will continue to write, avoiding po- 
litical discussions, and that she will 
continue as editor of Babies: Just 
Babies, Macfadden publication for 
mothers. 

Mrs. Roosevelt admitted there had 
been “an avalanche of letters criti- 
cizing her,” the Post article says, 
“but held that since she has been 
taken to task editorially for some 
actions the ‘avalanche of bad letters 
has changed color. There has been 
an avalanche of good letters.’” 

During the interview Mrs. Roose- 
velt showed no reluctance to discuss 
criticism of her actions and even 
acknowledged that in one instance 
she had been “foolish,” the Post said. 

“I have a tremendous sympathy 
for those who have felt I was mak- 
ing a mistake,” she is quoted as say- 
ing. “I can say this, however, that 
when I entered into some of these 
later activities I was still a private 
citizen.” 


Temple Is Injured 


W. M. Temple, advertising mana- 
ger of Capper’s Weekly, Topeka, 
Kan., suffered two broken ribs and 
numerous bruises when his car over- 
turned in a ditch east of Kansas City, 
Feb. 1. 


Skillman Joins “Outlook” 


Edwin F. Skillman, formerly man- 
ager and editor of “Advertising Club 
News,” New York, has joined the 
staff of New Outlook. 


Rit Goes After Hair 
Dye Market; to Use 
Only Proven Appeals 


Chicago, Feb. 9.—When Rit Prod-|a powerful one, the company was de- 
ucts Corporation launches its 1933 |termined to prove beyond a doubt 
advertising campaign the first of |that Rit performed its function as a 


next month, it will be as certain as | hair 


dye satisfactorily. Dr. 


|No More Gray Hair! 


Amazing new discovery by RIT chemists 
changes gray hair to a beautiful golden 
brown or dark brown quickly, safely... 


and for only 15c 
ss af 


Our tests are finished! And they 
reveal the most startling news in 
the history of hair dyeing. From 
hundreds of women come reports 
that confirm a sensational discovery 
on the part of RIT chemists—a dis- 
covery. destined to \ happiness 
to millions of people. 

Gray hair—cause of endless heart- 
aches—can now be changed to a 
beautiful, glossy, natural brown— 
secretly — without muss or bother 
—withoutthe slightest fear of injuri- 
ous effects. And the cost is only 15c! 

For twenty years we have been 
improving RIT dyes—making thou- 
sands = Saseees of teoks Fad 
every known dye purpose. Today 
RIT Dyes and Tints, in the new 
powder cake form and by virtue of 
an exclusive patented process, stand 


it is possible to be that each piece 
of copy will get results, for no ad- 
vertisement will be used in the cam- 
paign which has not already proven 
its efficiency through mail order tests. 

Copy will break an entirely new 
theme—the use of Rit as a hair dye— 
in addition to advertisements featur- 
ing the more conventional uses of 
the dye for curtains, clothing, stock- 
ings, etc., and testing done on behalf 
of this new function illustrates the 
lengths to which the company and 
its agency, H. W. Kastor & Sons Ad- 
vertising Company, went not only to 
discover advertisements which 
clicked, but also to check on the basic 
value of the product for its new use. 

Another angle which will be played 
up in the current campaign is the 
new powder wafer form of the dye, 
which heretofore has been merchan- 
dised in cake form. Although the 
company has been making Rit in this 
form for approximately two years, 
the coming campaign will be the first 
in which this form will be exploited. 

Copy, which ranges from 42 to 225 
lines, is mail order in style, and will 
differ from the series tested only in 
that the mail order offer included 
in the tests will be eliminated, and 
readers will be referred to local 
dealers. 


Use Many Newspapers 


The campaign will run in news- 
papers in over 100 cities, and in addi- 
tion will appear in True Story, The 
Home Magazine, Illustrated Love 
Magazine, Mystery, Woman’s World, 
Holland’s, Household Magazine, Mod- 
ern Screen, New Movie, Love Mirror, 
and Movie Mirror. 

First test on the hair dye appeal 
was made with three pieces of copy 
over a period of three weeks in the 
Peoria, Ill., Star. “We counted every 
package in dealers’ stocks before and 
after,” the company is telling its deal- 
ers in a portfolio explaining its cam- 
paign plans, and “our check-up 
showed an increase in sales—above 
normal—of 297 per cent.” 

“In New York,” the same portfolio 
continues, “we ran the advertisement 
reproduced here in the New York 
Sunday News. Just once. As a mail 
order advertisement. To make the 
test as severe as possible, because it 
is far harder to persuade a woman 
to send 15 cents by mail than to send 
her to your store. We received 982 
replies—each with 15 cents or more.” 

Satisfied that the new appeal was 


“Worth its weight in gold. Does not 
omeak or leave a stain on the skin.” 

“1 use Dark Brown RIT; have been using 
it for about five years. My hair is just 


utiful,”’ 
The world Tyouth ies ng hair tells 
the world that yout B Genvk mew hy risk 


Fel 


W. - 


eon naan loss of happiness at ; 


me—when you can change all that in just 
fifteen minutes and for fifteen cents? 

Read these directions, tear them out, and 
follow carefully: 

Just shampoo your hair as usual, and rinse 
several times, Then dissolve a wafer of 
Instant RIT in a pint of boiling water. Now 
apply the solution—hot or warm, as you pre- 
fer—witha brushorcomb, Allow toremainon 

ir ten minutes. Rinse in lukewarm water 
to remove free color. For dark brown shades, 
leave dye on hair until dry, combing occa- 
sionally. Wash hands in soap and water, or 
use cold cream to remove any dye left. 

Don’t let gray hair cause you another day 
of unhappiness, Bring back ite youthful 
color—its glossy sheen—with Golden Brown 
or Dark Brown RIT. And remember, it’s RIT 
—and RIT a! ‘ou must Fi 


Kritchevsky, the company’s 
chemist, sent questionnaires to 1,764 
women who were known to have 
purchased Rit for use as a hair dye, 
and, according to the company, re- 


ceived 291 replies, 282 of which spoke ' 


favorably of the product. 
Not content with this result, he 


made personal calls on 350 women in i 
New York who had sent in coupons, 


finally convincing himself and the 
company that Rit was eminently 
suited to perform its new function. 


Test 38 Advertisements 
A total of 38 different advertise- , 
ments, featuring varied copy themes, ° 
were tested in 17 different cities by- 
the agency, results being followed ! 


closely because most of the copy was 


| thi 


mail order type, and inquiries were 
sent to the Rit office in Chicago. 

The initial hair dye copy in New 
York was one of the few in the test 
series which actually included a cou- 
pon, however, most of the others 
burying the free payment-enclosed 
offer in the last paragraph of un- 
usually long copy. 

Typical copy featuring Rit for cur- 
tains, for instance, is two columns 
by 80 lines, without illustration or 


chief 


signature. Under a box head, “Here’s 


new way to change dull curtains toy 


lovely French ecru... in 15 min” 
utes,” are six long paragraphs of’ 
eight-point type, the offer of the tree| 
package being inconspicuously pre-| 
sented in the very last paragraph. | 

Similarly, in smaller one-column 
space, the free offer was usually 
printed in agate under larger intro- 
ductory reading matter. The only; 
changes to be made in this copy for 
use in the campaign will be elimina- 
tion of the “coupon” offer, and sub- 
stitution of an invitation for readers. 
to get the product from local dealers. 

Merchandising the campaign to 
dealers, the company has sent out an 
interesting portfolio in which all of 
the tested advertisements are shown, 
including several which failed in the 
test campaign and which have been 
eliminated. Included is a list of pub- 
lications to be used, and explanation 
of the idea behind the test, and 
figures on the productiveness of the 
copy. One group of nine advertise- 
ments, of varying size, but all fea- 
turing the dyeing of dresses, cur- 
tains, underthings, etc., is credited 
with increasing sales from 86 to 114 
per cent, for example. 


OD 


rai 


oe, Py eet ghg bake dg oh a eae ce f oe ; : : t : 

- aa ie ‘ : : z mt < tg : gee : 4 : 
Peet | ee ——— — - " =e . a | — 
te pO | | 

— a ee 
- | a | 
Pere ee 
— x | A  }8386 
fe oe ed 
assy 
pica: 
oer ; 
ees ; 
oii | 
Beis: 
ae = 
te 
peed 
me ; Ly 
J come " 
es <i 
ee ee 
ee ; 
eee 
fed | ee a a nen? 
asia 
ite | : 
. Po 
oT Ps . 
a 
ee PO 
et | 
ane 
peta 
ee 
Saiee S, = 
eer’ ee 
Be 
ee 
ia bi 
= ' 
. . 
—— 
7 
is 
‘ie 
ee 
Aa 
pete — 
ee Po 
ee 
a a a 
1 “ ‘ ‘ 
De tess ete ca . aereremnene ca ielemiae rsa i at tent ll ‘ feat bee? x: “ eae a t . Ree ae Ce ae Bile, oe cl "i candi as ee we < 3 
ce ier ee ie oe # =e J age La ae een ee oe E : Pha or lenny) yaad ee eae bo ihe arn Doe Ts GE cn ea hn 8 er pas fe) tee ere gs aot ares eh aan SNE oy eae ae ecu Naat Tid Arete aeRO Seyi many mame a 
: Yoo Pe ee eS bie Leg er ar ae NPE eee ee 8 Na RT ra ie hehe ee UE rs PRIN ee eS arENES) c ln gin um eee eee ot ie A IAN ene ¥: ee : pa tye © Bei ee TE sag ttt gs rte ee de a, het ha 
of ae 1h i MO, op Pee ae Es.” 1 2) SS Ets ote MR, ee eee se eee aha m7 SE er er pe a ie eer St Na IRS ee Sa, See NaTE NS eo pala a NE deg ES i 2 5 Pe at yin eee eer, : Sor 
PC REDE S crete: Lo) Meceeer - Mee RL ere eden sta PED Ea gis = oe ee loa ee eee eT : (eae E aS Bier ee a a Pr i eRe Lees MET Nn, 53 ne A DOR he Re ee Ae a. CPE NAS. 
; ny Pik amen. 8 oe a ee cad peat! ORees te Gy gies A Stee ee Wok Ree pe SRS Sori: (pattie ge | So, eae a Aen RT ek i ee sai i a a ree ae ; Le ee Safe Pe eae ie eee eae ae rsh 
* Ss 5 eae PA nee a Tie Rie age Gary ir abe Nore Nn ee A the aiaed Ve ce UTS: on Fieve teen pie pe ei cy ee ge he RES fo RATE ore PE RAN iat ee PR RT Ch igh aes ole eee A eee) Oe een = ee 


Ber GA. Le 
te Pere 


1933 | February 11, 1933 ADVERTISING AGE 3 


ONCE again The Digest leads in adjusting readership and space — *The Digest goes to the largest magazine 


— ‘ grouping of able and active spenders. It has 


eo by rates to the new swing of business. This is the way we thought 
llowed | ie 
yy was. 


the highest ratio of readers living in Class A 


er and Class B homes—employing servants— 
were| things through, balanced the budget, called the turn... . ; oP tis 
— owning automobiles, radios, automatic 
n ew 
ie In 1931, nine months before any other weekly, The Digest cut advertising refrigeratars, ete. Digest readers are reepon- 
ether] rates a full 25 per cent. sive to printed salesmanship—they are able 
ee wa to pay—they are buying now—ask any mail- 
er Now in 1933 we lead again by adjusting quantity of circulation months in order advertiser. If you want to buy buyers 
a advance. in 1933, invest in The Digest! 
‘Here’s 
5 mink Because, keeping circulation up in quantity (as we could) would mean 
be trad stepping it down in quality— 
Moe, MOST-FOR-THE-MONEY 
column We choose to hold our readership true to type, best by every test for buy- 
7 ability*— 13 Single Columns . ..... . . $10,400 
Mign 13 Double Columns. . . . . . . . 20,800 
limina- We give the advertiser all the prestige, all the influence of our best-known 18 Miech.oodwhise tt sian 
come name for $2400 per page (the 1931 price was $4000). Nipper nee on ghey: nmialalibiades : 
——e 13 Two-color Pages. ....... 39,000 
ont sal Thus, Digest advertisers can maintain their 1932 schedules and spend 43 Four-color Pages. ....... 46,800 
1 all of . , 9 
ap materially less in 1933— . 13 Back Covers (4 colors) . . .. . 58,500 
eApoers They can reach the best million magazine readers at the lowest rate ever 13 Double Pages (2 colors). . . . . 78,000 
—. quoted. 13 Center Spreads (4 colors). . . . 93,600 
of the 


vertise- 


all fea- 
28, cur: 
‘redited 


3 to 114 


LITERARY DIGEST 


SOUNDING-BOARD OF AMERICAN OPINION 
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Selling Without Profit 


A well-known economist expressed 
the opinion recently that the chief 
trouble with business at present is 
lack of volume. While this is a part 
of the situation, it seems to us that 
the chief factor retarding progress 
is lack of profit in the sales that are 
being made. And the same factor 
tends to discourage liberal buying, 
which would rapidly build up volume 
to a more normal figure. 

The manufacturer blames the re- 
tailer for slashing prices and mak- 
ing every sale at bargain prices. 
And the retailer insists that the pub- 
lic will not buy except under those 
conditions. Both may be right to 
some extent, but regardless of the 
reason, price-cutting and price wars 
represent a real hazard to business 
progress and the return of pros- 
perity. 

There is a difference of course, 
between out-and-out price-cutting of 
standard brands of quality merchan- 
dise, and the development of new 
lines to sell at the price which it is 
believed will meet current public re- 
quirements. The price structure has 
been changed through both methods, 
until today, as far as the retail buyer 
is concerned, it is almost a case of 
“Write your own ticket.” 

The advertiser who has built up 
recognition of quality through con- 
sistent manufacturing and advertis- 
ing policies is in a strategic position 
to lead the way back to profitable 
sales in his industry. Insistence on 
the maintenance of a reasonable 


price level by distributors and deal- 
ers, and refusal to accept orders at 
prices which do not yield a profit, 
are policies which manufacturers of 
this type are almost alone in their 
ability to carry out. 

Retailers are getting pretty sick 
of doing business without profits, 
and strong leadership on the part of 
national advertisers would give im- 
petus to the program of selling less, 
if necessary, but selling it at a profit. 
This does not exclude the idea of 
providing better products and better 
values through improved designs and 
methods of manufacture, but it does 
insist that both manufacturer and 
distributor are entitled to a profit 
on the goods which they sell. 

Thus far national advertisers have 
not been as important a factor in 
improving the price situation as they 
might have been. In fact the spirit 
of dog-eat-dog has come into the sit- 
uation very clearly of late, through 
price-cutting operations in the tire, 
cigarette and other lines. This has 
been done in spite of the fact that 
advertising in these fields has done 
a remarkable job in building brand 
good-will and making it unnecessary 
to sacrifice profits on products for 
which there is definite public de- 
mand. 

Miracles are still expected from 
Washington, but sounder policies of 
distribution, carried out by leading 
advertisers, would do more to im- 
prove business than any amount of 
legislation. 


Readers Want Advertising 


A highly interesting experiment in 
the business publishing field has just 
been concluded with the announce- 
ment, published in the February 4 
issue of ADVERTISING AGE, that Pur- 
chasing has suspended publication 
after operating for six months with- 
out carrying advertising. 

The plan, which was established 
in order to provide complete edi- 
torial independence for the publica- 
tion, involved increasing the sub- 
scription rate from $2 to $6 a year, 
thus making it incumbent on the 
reader to pay the full cost of the 
editorial service delivered to him by 
the publishers. Only 40 per cent of 
the subscribers renewed, the major- 
ity indicating their belief that the 
elimination of advertising had not 
added 200 per cent to the value of 
the magazine to them. 

As a matter of fact, we believe 
that the publication was decidedly 
less useful to readers without ad- 
vertising than it had been when a 
representative line of business was 
carried, since the elimination of the 
latter deprived readers of informa- 
tion regarding sources of supply 


which undoubtedly was of value to 
them in performing their function as 
industrial purchasing agents. 

It is possible to admit that pub- 
lishing policies are influenced by ad- 
vertising considerations of a broad 
character without agreeing that suc- 
cessful publications stultify them- 
selves because of their acceptance 
of advertising. On the other hand, 
the weak publication, which leans 
too strongly toward the advertiser 
in its treatment of editorial material, 
is likely to lose the respect and good- 
will of both reader and advertiser. 
The strong, independent publisher, 
who sees the interest of the reader 
and at the same time considers that 
of the advertiser, can and does de- 
liver a sound service to both. 

Readers have learned that adver- 
tisers enable better publications to 
be delivered than could be provided 
from subscription revenue, and they 
expect to get more than they pay 
for directly. That may impose an 
undue burden on the advertiser, but 


it represents the only way, under 


present conditions, that publishing 
success can be assured. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE, 


No. 455. 
Towa. 


This volume, published by Des 
Moines Register and Tribune, gives 
the circulation of 46 dailies, pub- 
lished in Iowa and adjoining states, 
in the state by counties and trading 
areas. The bulk of the material in 
the volume consists of outline county 
maps of the state, on which circula- 
tions of individual mediums are indi- 
cated. The material has been cor- 
rected to Dec. 10, 1932. 


Newspaper Circulations in 


441. Yes! 


“We were sure the new McCall's 
would carry McCall Street with a 
huge majority of approval, but we 
didn’t expect it would do it so com- 
pletely, so wholeheartedly,” says 
this booklet for McCall’s Magazine. 
“We've read ‘em—at the rate of 
more than 200 a day—and wept, for 
joy, of course. Here are just a few 
representative samples.” The book- 
let is comprised exclusively of let- 
ters commenting on the new “de- 
partmentalized” makeup of the pub- 
lication. 
No. 462. Route List of Retail and 
Wholesale Grocers. 


A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. Pub- 
lished by The Courier Journal and 
Louisville Times. 


No. 449. Current Buying Indices of 
Magazine Readers. 


This booklet, detailing the results 
of a Percival White study of readers 
of nine leading women’s magazines, 
contains a wealth of material which 
should interest every advertiser. De- 
tailed tabulations indicate what ap- 
pliances each reader has, what types 
of groceries and what brands are pur- 
chased, how many members of the 
family are employed, what they do, 
and whether they are working part 
time or full time, etc. Published by 
True Story Magazine. 


No. 433. WLW—“The Nation's Sta- 
tion” 


This unusual envelope-folder 
might well be called “proofs,” since 
much of the material in it consists 
of facsimile reproductions of letters 
commenting on the results derived 
from commercial broadcasting over 
WLW, Cincinnati. Other interesting 
material in the folder gives WLW 
coverage and circulation, analyzes 
mail response to individual pro- 
grams, gives much valuable informa- 
tion about the station and outlines 
the services of the station’s sales 
promotion department. 


No. 446. The Shadow of a Man. 


“There was once a Sacred Number, 
and its name was Wighty-five,” this 
booklet by Redbook Magazine asserts, 
pointing out that advertisers once 
thought 85 per cent of all purchases 
were made by women. “Today, the 
Sacred Number is losing its punch. 
The true buying unit is The Family.” 
The attractive booklet contains re- 
productions of the current series of 
advertisements in advertising papers 
which Redbook Magazine has used to 
stress this point. 


418. A Million Women with Mil- 
lions to Spend. 


“We have a million women look- 
ing for bargains—what have you to 
sell?” this booklet published for 
Fawcett women’s group, comprising 
Hollywood, Screen Book, Screen 
Play and True Confessions asks. 
The booklet analyzes rates, quotes 
the experience of advertisers in the 
publications, and presents facts of 
interest to advertisers selling to 
women. 


THE RADIO FAN GETS A SHOCK 
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—Ballyhoo. 


Voice of the Advertiser 


Insurance Companies as 


National Advertisers 

To the Editor: I was very much 
interested in the editorial in your 
Jan, 28 issue. In years past the in- 
surance companies were criticised 
for too much advertising of their 
financial condition. Now, apparently, 
the pendulum is swinging the other 
way. 

It may interest you as a matter of 
information, to know that the John 
Hancock Mutual Life Insurance Com- 
pany of Boston is one of the national 
advertisers that has kept up its ad- 
vertising this year on the same scale 
as last year. I might add that we 
are going on practically with the 
same schedules and mediums as pre- 
viously, with some changes to suit 
current conditions. 

With the exception of the Metro- 
politan Life, which started first to 
advertise health programs, the John 
Hancock company is the first life in- 
surance company to go into the na- 
tional advertising field, and the first 
te advertise life insurance features. 
In this respect it was the pioneer. 

Within recent ‘years a number of 
companies have gone into the na- 
tional advertising field, and life in- 
surance advertising is getting to be 
quite a factor. 

HeENkyY H. PUTNAM, 
John Hancock Mutual Life Insurance 
Company, Boston, Mass. 
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Dr. Link Finds Difference 


Between Copy and Plan 
Tothe Editor: Your editorial in the 
issue of Feb. 4, calling attention to 
the difference between a mere copy 
idea, and a basic merchandising plan, 
has called our attention to a very in- 
teresting distinction. 

In our studies we found many in- 
stances proving your point. For 
example, the most effective of all 
campaigns tested was that for Chase 
and Sanborn coffee. The theme of 
this campaign, “The Date on the 
Can” is not merely a copy idea, but 
a merchandising plan which affects 
every detail in the sale and delivery 
of the product. The General Electric 
Refrigerator theme, “A Long Life of 
Carefree Service,” first a copy theme, 
was later embodied in a merchandis- 
ing plan advertised as: “Guaranteed 
for Four Years against all Service 
Costs,” which raised its effectiveness 


considerably. The campaign for 
Plymouth automobiles was based on 
a mechanical improvement, ‘Floating 
Power.” Such basic plans and im- 
provements undoubtedly make a 
copy-writer’s task easier, particu- 
larly when they coincide with some 
thing the public really wants or ap- 
preciates. 

On the other hand, we have also 
found instances where the copy slant, 
aside from any merit of the product 
or its plan of distribution, has been 
the deciding factor. Ivory flakes are 
probably as good as Lux flakes, and 
yet, the Lux theme, “Stop those Runs 
in Stockings” has given Lux a tre- 
mendous advantage. Bayer’s Aspirin 
is probably equalled by other brands 
of aspirin, but its recent campaign, 
“What happens in these glasses hap- 
pens.in your stomach too,” has been! 
tremendously effective in capturing 
the public’s attention to the Bayer’s 
brand. Among cigarette advertisers, | 
the copy theme is probably of pri- 
mary importance, as it is in the case 
of tooth-pastes, face-creams, and 
many other articles. 

In either case, your statement that 
“the copy department should not be 
regarded as responsible for the en- 
tire result, but that the plan and. 
idea on which copy is based should 


be developed as a group enterprise’¢ 


is very true. This involves, above 
all, the systematic study of current 
consumer reactions to different plans 
and appeals out of which, we fre- 
quently find, the most effective idea 
will emerge. As we see the function 
of a copy-writer, it is that of giving 
ferm or words, to the basic idea or 
ideas which have already been se- 
lected. Similarly, the function of the 
art department is to express this idea 
in pictures and layout. 


Henry C. Link, 
Secretary and Treasurer, Psycho- 
logical Corporation, New York. 
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Informing the Public 

To the Editor: Under the caption, 
“Advertising—and You,” the Uhris- 
tion Science Monitor, Boston, is run- 
ning a series of 20 articles by Arthur 
T. Lewis. 

The idea behind them is to show 
what readers get from the right sort 
of advertising. 

SerH Brown, 
Press and Publicity Service, 
New York. 
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ADVERTISING AGE 5 


The white area ( Metro politan’s 
Market ) does twice as much 


- business as the shaded area 


[HE PRIMA DONNA KNOWS HER geography 


hoo. 
_ Madame Trilli, famous coloratura, Boston and Bayou Bend, are moved by the same emo- 
would like to sell her merchandise in every hamlet and tions, the same urges, the same fundamental desires. They 
, city. She dreams of the day when her song will thrill a respond to one melody, one advertising message. In the 
-e nation—the Texas cowboy and the man in Wall Street, Metropolitan group, this response has high commercial 
od on the Kansas wheat farmer and the professor at Princeton, value. Which leads us to geography and the adjacent map. 
oating 
Ay: | the school teacher in Keokuk and the waterfront truck We do not presume—very much—to tell the advertiser 
yr driver. But, unlike some advertisers, she abandons this where he should spend his money. But we do not hesitate 
oo ambition for national distribution, because she can’t to say that the 20-state area shown in white on the map 
_ afford it. She finds her greatest profit where the greatest does twice as much business as the rest of the country 
“gre number of people are gathered—just like advertisers. You combined—the shaded area. And we take pleasure in add- 
“ bo can sell simultaneously all over the map and average up ing that Metropolitan Sunday Newspapers reach five 
phage or your profits—and losses. But you can sing in only one million families in these 20 Metropolitan States of Amer- 
a lace at one time. And there’s no mistake about where the ica—in this concentrated territory of low sales cost, low 
b P “dl 
— profit comes from. advertising cost, low distribution cost. 
s been! 
janee Possibly there is something of the prima donna’s dream 
Seoul 
“rte behind the advertiser's urge to cover the country. He plays Cuoose Metro-Comics, Metro-Color, or 
f pri- 
:. mn no favorites at the cash register and he sees every human Metro-Gravure to get the only adequate coverage, with a 
» and 
as a prospect for his merchandise. But when the auditor single medium, in the market that makes over two-thirds 
nt that 
not be of accounts, whose interest in figures was not initiated on of all retail sales. Merchants recognize and depend on 
the en- 
. rs Broadway, shows him a profit of $187 on one the units of Metropolitan papers in selling 
should. 
—? order and a loss of $27 on another the same the bulk of the country’s merchandise. You 
above 
—— size, his far-flung enthusiasm gets a chill. can’t go far wrong if you use what they use. 
t plans 
- ha People who live in Philadelphia and Prairie . .. Especially with the whole family reading 
pone Gem, in Cleveland and Cowdry’s Crossing, in and high visibility of Comics and Rotogravure. 
idea or 
een se- 
1 of the 
1is idea a 
York. , 
we SUNDAY I. NEWSPAPERS 
“wn CHICAGO + NEW YORK + SAN FRANCISCO 
is run- 
Arthur 
2. pate BALTIMORE SUN + BOSTON GLOBE + BUFFALO TIMES + CHICAGO TRIBUNE + CLEVELAND PLAIN DEALER - DETROIT NEWS 
zht sor ‘ 
NEW YORK NEWS <+ PHILADELPHIA INQUIRER + PITTSBURGH PRESS + ST. LOUIS GLOBE-DEMOCRAT + WASHINGTON STAR 
‘ice, 


METRO-COMICS 


METRO-COLOR 


METRO-GRAVURE 
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Wrigley Dollar Bill 
Stunt to Be Continued 


The campaign of William Wrigley, 
Jr., Company, in which dollar bills 
are given away and which has been 
staged in 45 cities thus far, will be 
continued through 1933, Frank V. 
Birch, of Klau-Van Pietersom-Dunlap 
Associates, told a study group of Mil- 
waukee Advertising Club. 

Sales have shown a steady increase 
which has been maintained in the 
cities in which the unusual stunt has 
been featured, Mr. Birch said. 


Walz Joins Liebmann 

Charles A. Walz, for many years 
sales consultant for Hoffman Bever- 
age Company, has been named sales 
and advertising manager of Lieb- 


mann Breweries, Inc., Brooklyn. 


that he can possibly afford to do without the tremendous Buying 
Power of more than 600,000 homes in the world’s greatest 


market place ... or do without the compelling co-operation of 


Railroad Makes 
Beau Brummels 
of its Employes 


New York, Feb. 9.—Seizing upon 
a hitherto neglected weapon to halt 
the advance of competition, the New 
York, New Haven & Hartford Rail- 
road has demanded sartorial per- 
fection of all employes who come in 
contact with the traveling public. 
The idea is explained in an order 
accompanying a new book of regu- 
lations, “Standard of Appearance,” 
which says in part: 

“The keen competition of bus trans- 
portation, air transportation and the 


private automobile can only be suc- 
cessfully met by increased efficiency 
on our part. 

“Changes in ‘the way of doing busi- 
ness’ demand that we adopt new 
methods in the battle to further the 
good-will of the public. One of the 
most effective means we have is 
through the neat and uniform ap- 
pearance of conductors and trainmen.” 

Accessories which must be worn 
with uniforms include white shirts 
with soft cuffs and starched collars, 
black silk four-in-hand ties, black 
shoes or oxfords of conservative 
style and plain black socks. 


Timmerman Resigns 
Ray Timmerman has resigned as 
media director of Charles Daniel 


Frey Company, Chicago. 


WANTED... 


THE NAME of any 


manufacturer whose business is in such a Profitable Position 


New York’s Best Read Evening Newspaper. 


Sears Allows Tradeins 


On Sale of Tractors 


Sears, Roebuck & Co., the largest 
major entry into the power farming 
group, has announced that it will 
hereafter allow tradeins on tractor 
purchases. The company has never 
accepted tradeins previously. 

A ten per cent discount will also 
be allowed for cash on the balance 
due after the tradein, the company 
has announced. 


500,000 Watts for WLW 


Final contracts for the bulk of the 
equipment going into the new 500,000 
watt transmitter for WLW, Cincin- 
nati, have been awarded. When the 
new transmitter is completed, WLW 
will be the world’s most powerful sta- 
tion, it is claimed. 


ADVERTISE BUT 
DONT PAMPER 
YOUR SALESMEN 


Too Many Expect Miracles, 
Says Graham 


Chicago, Feb. 9.—Advertising has 
been too well merchandised to sales- 
men, weakening their reliance on 
their own efforts and leading them 
to expect too much from the printed 
word. 

This is the belief William J. Gra- 
ham, vice-president of the Equitable 
Life Assurance Society of the United 
States, New York, expressed diplo- 
matically before the Advertising 
Council of Chicago today. 

“Business is good with insurance 
companies because nobody ever sent 
unsolicited orders to them,” said Mr. 
Graham. “Though insurance com- 
panies have increased their advertis- 
ing appropriations mightly in the 
last few years, they still rely exclu- 
sively on salesmen for business. 

“They do not expect the advertis- 
ing to perform miracles. No insur- 
ance sales chief opens the mail in 
the morning expecting to find it bur- 
dened with applications for life in- 
surance. In fact, a voluntary request 
for insurance is so rare that anybody 
submitting it would be viewed with 
the deepest suspicion, and the com- 
pany’s doctors instructed to make the 
physical examination exhaustive.” 


Appropriation Doubled 


Mr. Graham said the Equitable Life 
of New York has increased its ad- 
vertising appropriation 100 per cent 
since 1930, but that it is entitled to 


followed the trend manifest through- 
out the field. Only one of the leading 


expenditures, he explained. 

The phenomenon of recent years, 
from the insurance viewpoint, has 
been the startlingly increased volume 
of group insurance. 
perts believe that out of the present 


management policies which will revo- 
lutionize their business. 

“Capital and labor now realize they 
are in the same boat,” explained Mr. 
Graham. “That this belief has sunk 
deep is attested by the remarkably 
little labor trouble seen recently. 

“We are passing through a social 
revolution of the first order and 
changes are being wrought that 
would be impossible under any other 
conditions. Management now holds 
firmly to the tenet that the willing 
worker must be given work and that 
length of working hours and the con- 
ditions under which labor operates 
must be guaranteed. 


of the demise of the pay envelope.’ 


insurance viewpoint, for premiums 
would be paid automatically by de- 


velope, and there would be no moral 
hazard because the worker would 
gain less from unemployment than 
by holding his job. 


Sees New System 


“This type of insurance, guarantee- 
ing security to the worker and his 
family, has had a growth recently 
that is fascinating to insurance men 
because it forecasts a new era.” 

Mr. Graham said that the much 
publicised 10 per cent cut in tire 
prices would never have been made 
if the manufacturers had understood 
its significance. Such a decrease, he 
said, is equivalent to a 100 per cent 
increase in payroll. A 5 per cent cut 
equals a 50 per cent increase in pay | 
to workers. 

“We must have a new and higher 
standard of living if we are to re- 
open our factories,” he concluded. | 
“This new standard must be based 
on a secure pay envelope, which is | 


the blue chip in the new era.” 


no applause, since it has merely * 


companies has reduced advertising — 


Insurance ex- | 


industrial situation will be born new — 


“All of this points to new kinds of 
insurance to insure ‘a year’s notice 4 


This is a beautiful situation from the 


duction from the worker’s pay en-— 
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ADVERTISING AGE : 
OURT DECIDES Oil Burner Offices Merge Dailies in Agreement | Miss Pearse Joins Agency| McNeel Splits Account 
Offices of the Distillate Burner} The Bridgeport, Conn., Post and| Ruth Pearse, formerly in charge of| Advertising of McNeel Marble 


FT. C. DECREE 
‘WENT TOO FAR 


‘‘Suppressing Trade Names’’ 
Not Necessary 


Washington, D. C., Feb. 7.—In a 
decision rendered yesterday, the Su- 
preme Court of the United States re. 
versed the decision of the Federal 
Trade Commission in an _ action 
against several companies in Nash- 


_ ville, Tenn., which did business un- 
' der the name of “milling companies” 


or “millers” whereas in fact they 
merely mixed flours which were 
milled by others. 

The Federal Trade Commission had 
ordered Royal Milling Company and 
others involved to cease use of any 
name which would give the impres- 
sion that these companies actually 
performed the work of millers, and 
the Supreme Court reversed the de- 
cision on the ground that the Com- 
mission “went too far in ordering 
what amounts to a suppression of 
trade names.” 

The court found that none of the 
companies involved in the litigation 
“grind from the wheat the flour 
which they prepare and sell, but only 
mix and blend different kinds of flour 
purchased from others engaged in 
grinding,” and “one of the respon- 
dents does business under the name, 
‘Royal Milling Company,’ ‘Richland 
Milling Company,’ and ‘Empire Mill- 
ing Company.’ The others use trade 
names of similar import, all contain- 
ing the words, ‘milling company,’ or 
‘mill, or ‘manufacturer of flour,’ 
words which are commonly under- 
stood by dealers and the purchasing 
public to indicate concerns which 
grind wheat into flour.” 


Not “Reasonably Necessary” 


In deciding that the Commission 
“had gone too far” in its decree, the 
opinion, written by Justice Suther- 
land, said: 

“The orders should go no further 
than is reasonably necessary to cor- 
rect the evil and preserve the rights 
of competitors and public; and this 
can be done, in the respect under 
consideration, by requiring proper 
qualifying words to be used in im- 
mediate connection with the names. 


“This is a matter which the Com- 
mission has not considered, but 
which, as the body having primary 
jurisdiction, it should in the first in- 
stance, consider and determine. And 
in doing so it will be enough if each 
respondent be required by modified 
order to accompany each use of the 
hame or names with an explicit rep- 
resentation that respondent is not a 
grinder of the grain from which the 
flour prepared and put out is made.” 

Dissenting from the opinion, Jus- 
tices McReynolds and Roberts felt 
that the decision of the Circuit Court 
of Appeals, setting aside all orders 
of the Commission upon the ground 
that the proceedings by the Com- 
mission did not appear to be in the 
public interest, should have been af- 
firmed. 


Shopping Guide Quits 

The “Bridgeport Shopping Guide,” 
published weekly by retail division of 
Bridgeport, Conn., Chamber of Com- 
merce, and distributed free to subur- 
ban residents, has suspended publi- 
cation because of lack of advertising 
support. 


Waterfield in New Post 


Charles Waterfield has been elected 
president and treasurer of News and 
Home News Publishing Company, 
publisher of Maplewood, N. J., News, 
and South Orange, N. J., Home News. 


Kaplan Is Agent 


Maurice Serle Kaplan, formerly an 
account executive with Anderson, 
Inc., Detroit, has opened an agency 
under his own name at 959 First 
National Bank Bldg., Detroit. 


Manufacturers Association have been 
merged with those of American Oil 
Burner Association at 342 Madison 
Ave., New York. Harry F. Tapp is 
in charge. Kelvinator Corporation 
has joined the latter association. 


List of Directors Out 


The 1933 edition of the Directory 
of Directors in the city of New York 
has been issued. The names and ad- 
dresses of some 40,000 directors, and 
the companies they represent, are 
included. 


Publisher Is Dead 


Ernest W. Pickhardt, 72, editor and 
publisher of Huntington, Ind., Signal, 
died Feb. 4 after a long illness. 


Times-Star, competing afternoon 
dailies, have reached an agreement 
to suspend publication on all major 
holidays. Heretofore the two papers 
have been issued on all holidays but 
Christmas. 


Maher in New Post 


John J. Maher, formerly with 
Schmidt Printing Company, has 
joined Mead-Grede Printing Com- 
pany, Chicago, as vice-president in 
charge of sales. 


Brewer Names Sharp 
Cleveland Home Brewing Company 
has placed its account with Ralph W. 
Sharp, Inc., Cleveland. Newspapers 
will be used. 


publicity for First Wisconsin Na- 
tional Bank, Milwaukee, has joined 
Neisser-Meyerhoff, Inc., Milwaukee. 
Marvin A. Lemkuhl, formerly assist- 
ant advertising manager of the bank, 
has been named advertising manager. 


Merchants to Meet 


Advertising will be one of the fea- 
tured subjects at the semi-annual con- 
vention of National Merchants Asso- 
ciation, to be held in Minneapolis 
Feb. 13-18. 


Start Schuyler & Moore 


Schuyler and Moore advertising 
agency has been started in the Cor- 
bett Bldg., Portland, Ore., by Glenn 
Moore and Philip G. Schuyler. 


Company, Marietta, Ga., in New York 
is now being handled by Tuthill Ad- 
vertising Company, New York. The 
southeastern advertising of the com- 
pany is handled by Gottschaldt-Hum- 
phrey, Atlanta, in conjunction with 
James A. Greene Company, Atlanta. 


To Publish Magazine 


A. R. Tarr, C. A. Higley and Rob- 
ert Tarr have formed the Face & 
Figure Publishing Company, Colum- 
bus, O., and will publish a magazine. 


Bass Appoints Ayer 
G. H. Bass & Co., Wilton, Me., 
moccasins, ski boots, etc., has placed 
its advertising with N. W. Ayer & 
Son, Inc. 


Cory mean has lace wives. .fo 


every woman leads a TRIPLE LIFE 


HEN you go home to your wife to- 

night, one of three women will greet 
you—and you don’t yet know which. It may 
be a woman who is filled with gaiety and 
happiness—anxious for an evening only with 
you. It may be a woman who is concerned 
only with the dinner she is preparing for your 
friends. Or it may be a woman absorbed in 
front of her mirror, catching every angle of 
herself in a new evening gown. 


Every woman is at least three women. 
Small use talking to one when either of the 
other two is uppermost. The wise husband 
does not tell his wife that her nose is shiny 
when she is bending over a hot stove. He 
dges not bring up the advantages of a trip 
south when she is worrying over her baby’s 
temperature. And he would be well advised 
not to display any affection toward her when 
she is on the top rung of a ladder, hanging 
new curtains in the living room. 


Women think in related terms. Because 
the masculine world does not always recog- 
nize this, men have a habit of charging 
women’s varying moods up to mere caprice. 
But it isn’t caprice—if women did not keep 
their vast and variegated interests in differ- 
ent mental compartments they would soon 


be swamped in a sea of detail. The three basic 


interests in any woman’s life are Romance, 
Her Home, Herself. And these three interests 
occur one at a time. 


Alone among women’s magazines, McCall’s 
recognizes not only these clear-cut interests, 
but the necessity for dealing with them sepa- 
rately. And so, every issue of McCall’s Maga- 
zine is now, in reality, three magazines in 
one. First comes McCall’s Fiction and News 


—the answer to woman’s eternal cry for ~ 


romance. Then comes a second four-color 
cover, to mark the beginning of the second 
Magazine—McCall’s Homemaking. And 
separating this from the third Magazine— 
McCall’s Style and Beauty—is still another 
four-color cover. All three, bound together as 
a unit, make up the new McCall’s. 


We made this change in publishing because 
we knew, from asking thousands of women, 
that it would make McCall’s a vastly more 
attractive and useful magazine to the mil- 
lions of women who read it every month. But 
an important by-product of the new McCall’s 
is now available to advertisers. For the new 
McCall’s offers to every user jof its space the 
opportunity to correlate his copy with the 
surrounding editorial material to a degree 
impossible in old-style women’s magazines. 


‘He may now make use of the principle of 


related selling, already practiced by success- 
ful department stores. He need have no fear 
that his advertising may say the right things 
to the right woman at the wrong time. ~ 
Radical? Only in the sense that it has never 
been done before. And an unprecedented in- 
crease in letters from the women on McCall 
Street has told us how right we were. McCall’s 
Magazine, 230 Park Avenue, New York City. 
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OUSE BEAUTIFUL announces 3 NEW OPPORTUNITIES for ad- 
vertisers to CONCENTRATE their advertising dollars along the EASTERN 
SEABOARD where eee power for 1933 will be greatest. 
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of the INDIVIDUAL 
_- WEALTH paying Federal 
Income Taxes for the year 
ending June 30, 1932, was 
concentrated in the area 
North from Washington, 
D.C., comprising only 
10% of the United States 
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Who’s Who on the Seaboard 


HOUSE House& Home & Country Sports- Town & Arts & 
BEAUTIFUL Garden Field Life man _ Country Dec’n 


‘New England 16,272. 10,918. 3,367 3,356 3,189 Li46 - 13576 


Middle Atlantic 36,964 40,315 11,743 10,196 7,081 6,714)» 6247 


Total Seaboard 53,236. 51,233. 15,110 13,552,.10,220., 8462. 7,625 


Above Circulation Figures from Standard Rate and Data, saitaasti 1932 
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8 Arlington Street, Boston 
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N. 0. A. B. GIVES 
LARGER DISCOUNT 


New York, Feb. 8.—F. T. Hopkins, 
formerly vice-president and general 
manager, National Outdoor Advertis- 
ing Bureau, Inc., was elected presi- 
dent of the organization, succeeding 
the late George C. Sherman, at the 


annual meeting, and F. B. Ryan, 
president, Ruthrauff & Ryan, Inc., 
and Guy C. Smith, vice-president, 


Brooke, Smith & French, Inc., were 
added to the Bureau’s board of direc- 
tors. 

In his annual report to stockhold- 
ers, Mr. Hopkins pointed out that the 
total billing of the Bureau in 1932 
was almost exactly the same as in 
1931, and that economies effected in 
internal organization now allow the 
Bureau to pay 12 per cent to agency 
members upon all billing under con- 
tracts which members have placed 
with the Bureau, in place of the 10% 
per cent which was paid in 1931 and 
the 11 per cent paid in 1930. 

The Bureau’s excellent financial 
standing was indicated in the finan- 
cial report which showed $318,993.69 


in earned surplus, an increase over 
the previous year of $57,183.32 in ac- 
cumulated net earned surplus. 

Officers of the National Outdoor 
Advertising Bureau, which is owned 
by some 200 agencies, and acts as a 
central placing, billing and checking 
service for them in the outdoor field, 
include: 

Henry T. Ewald, Campbell-Ewald 
Company, chairman of the board; F. 
T. Hopkins, president and general 
manager; Wm. D. McJunkin, McJun- 
kin Advertising Company, vice-presi- 
dent; H. F. Gilhofer, vice-president 
and western manager; Fred J. Ross, 
Fuller & Smith & Ross, Inc., treas 
urer; R. P. Clayberger, Calkins & 
Holden, secretary; Daniel Volkmar, 
assistant treasurer; M. A. Sherman, 
assistant secretary. 


Maish Gets Gast 


Jay H. Maish Company, Marion, O., 
has been named to handle advertis- 
ing of Gast Manufacturing Corpora- 
tion, Bridgman, Mich., maker of air 
painters and rotary vacuum com- 
pressors. 


Representative Moves 
The Chicago office of Thomas F. 
Clark Company, newspaper represen- 
tative, will be moved from 64 E. Lake 
St., to 307 N. Michigan Ave., Feb. 15. 
Ben A. Pincus is western manager. 


Has Aerial F ish Line 


Cc. W. Norton, former airmail 
pilot, has begun operation of an 
aerial fish line which will bring fresh 
raiabow trout from the Ozarks to 
Oklahoma and Kansas cities by air. 
Three planes are now being used, 
and it is planned to extend the serv- 
ice to cover the Texas Gulf Coast. 


Ohio Groups to Meet 


At the meetings of Buckeye Press 
Association in Columbus Feb. 24-25, 
and of Ohio Newspaper Association 
Feb. 25, it is expected that action 
will be taken to merge these associa- 
tions with Ohio Select Dailies in an 
organization to be known as Ohio 
Newspaper Association. 


Kondon to Erwin, Wasey 


Advertising of Kondon Manufac- 
turing Company, Minneapolis, Kon- 
don’s Catarrhal Jelly and Kondon’s 
Jelly with Ephedrine, has been 
placed with the Minneapolis office of 
Erwin, Wasey & Co. Newspapers and 
magazines are being used. 


To Give Lectures 


On request of Dr. John M. Cooney, 
director of the school of journalism, 
Notre Dame University, F. A. Miller, 
president and editor, South Bend, 
Ind., Tribune, is preparing a series 
of lectures to be given at the uni- 
versity. 


IN NEW POST 


<a 


Robert W. Criddle 


Maclnnes Joins I. G. A. 


W. J. MacInnes has been named 
advertising manager of Independent 
Grocers Association of Greater New 
York, in direct charge of advertising 
in the association’s organ, The Inde- 
pendent Grocer. 


ag 
la 
Zz diddaaa 
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‘Brings the local dealer 
definitely into the za/ana/ program 


" 


says the NATIONAL BROADCASTING COMPANY about “WHERE TO BUY IT” 


“It is obvious,” says the National Broad- 
casting Company in its merchandising text 
book, “that an advertiser can not announce 
the entire list of his dealers in a network 
program, and a solution has been found and 
used by several NBC advertisers in the 
Trade Mark Service, or ‘Where to Buy It’ 


Service, offered by telephone companies.” 


“Where to Buy It” increases sales by iden- 
tifying your local dealers with your trade 
name. Authorized dealers are listed under 
your trade mark in local telephone books 


— as illustrated. 


Your radio broadcast or publication ad- 
vertising then directs your prospects to these 
local listings. The prospect simply looks for 
your brand name in the classified directory, 
and finds the names, addresses and tele- 
phone numbers of authorized dealers. 


, more 
1 heat. 
pelow- 


Write or telephone for 1933 rate card 
and descriptive literature. Address: Trade 
Mark Service Manager, American Telephone 
and Telegraph Company, 195 Broadway, 
New York, N.Y. (EXchange 3-9800) = 


econtnorised dealers 


BUY IT = 
“WHERE 70” lea 


Robert Criddle 
Named O. A. I. 
Art Director 


New York, Feb. 9.—Robert W. 
Criddle resigned as art director and 
sales manager of the New York | 


branch of the General Outdoor Ad- 
vertising Company, Inc., this week 
to become national art director of 
Outdoor Advertising Incorporated. i 
He has had extensive agency ex- 
perience, having been active on im- | 


Val 


portant national accounts in the (Gh 
Newell-Emmett Company and the | 4 qu 
F. J. Ross Agency. He left the | jishe 
Newell-Emmett Company three years | jn a 
ago to become art director in the na- | whet 
tional head office of General Outdoor | pate 
Advertising Company. After the re- | of R 
organization and establishment of | Gray 
Outdoor Advertising Incorporated — «jm, 
two years ago, he assumed the unique gravi 


position of sales manager and art di- with 
rector of the New York office of Gen- 


to 
eral Outdoor Advertising Company. onan 
His talents as a creative advertis- the ¢ 
ing man and a representative of meas 
outdoor advertising have been strik- quate 
ingly demonstrated the past two Mr 
years in connection with bank adver- raj 
tising in this city. He is responsible eyok, 
for practically all the outdoor copy ject 
and illustrations being used by the  jgsye 
leading savings banks of New York. As: 
2 2 ghaees man) 
Kansas City Club to sg 
Give Monthly Awards; ;° 
Citations of merit are to be made pape 
each month by Advertising Club of wort] 
Kansas City, Mo., for the outstanding  tnoge¢ 
advertisements produced in greater the r 
Kansas City in various classifica- - conte 


tions. The first award will be made 
for advertisements created this Seem 
month. Members of the committee “Ol 
of awards are: publi 
C. M. Harris, advertising manager, , larit) 
Standard Oil Company, chairman; and 

Lou E. Holland, Holland Engraving puild 
Company; R. J. Potts, R. J. Potts Ad- 


shoul 
vertising Company; C. E. Ball, ad-* saver 
vertising manager, Skelly Oil Com- 
pany; Cornelius Ashley, advertising 
manager, Southwestern Bell Tele- “ny 
phone Company; f quest 

Karl Koerper, advertising instruc- t 

tor, Kansas City College of Com- oth 


merce; George Cartlich, advertising 
manager, Woolf Brothers; Mrs. Faith Port 
Sharratt, advertising manager, John ®mon 
Taylor Dry Goods Company; Mary Prove 


Lambkin, Lambkin Service Agency. reade 
© Sinert? Siggy other 

To Advertise Roads Mr 

the ; 


Continuance of the present policy 
of the province of Quebec of building 24 
good roads and of using newspaper Papel 
advertising to encourage their use by is 79 
American tourists was announced at 100 | 
the Sportsmen’s Show in Boston this  toria! 
week by Hon. J. E. Perrault, minis-) the , 
ter of roads. ' black 


Names B. B. D. & O. Pe, 


the « 
Advertising of The Book House for) black 
Children, publisher of “My Book cent 
House,” “My Book of History,” com] 
“Travel Ship,” and other books for Grav 
children, has been placed with the and 
Chicago office of Batten, Barton, Dur-| yet; 
stine & Osborne, Inc. “) 


— | 
,news 

To Regulate Copy #n4 1 

Comprehensive control over adver: per 

tising of all types of securities is) Neith 

proposed in a bill introduced into the! three 

Wisconsin legislature, which would age j 

give the state public service commis- 

sion power to draw up regulations, 

for advertising of this nature. 


Hoag Buys “Chieftain” 

Frank S. Hoag, owner and pub 
lisher of the Pueblo, Colo., Star-Jour- 
nal, afternoon paper, has purchased Rese 
the Chieftain, morning paper, and Char! 
will publish both from one plant. °ttSé 


The Sunday editions will be merged. /@S°" 
Bouc! 


Thon 


Ma 
radio 
addec 
John 


Lambert Is President 


James W. Lambert has been elected YW 
president of Natchez, Miss., Democrat 
Publishing Company, succeeding his a 
father, who died recently. R. BE. 2©&2 
Smith has been named managing! t 


editor. lishet 
Aces, 


Allows Optometrist Copy : 


The court of appeals at Columbus Rijs] 
O., has ruled that the state board at 

optometry exceeded its powers whet 
it ruled that optometrists associated ™®" 
with corporations might not adver‘ § 


tise. 
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ROTO DESERVES 
HIGHER RATE, 
x», COLLINS SAYS 


week | Value, Not Rate Declared 


; 


or 


a | Important Factor 

y e@X- 

1 im- 

the | Chicago, Feb. 9.—It should not be 
the | q question of how much the pub- 
the | jisher is entitled to charge for space 
years | in a rotogravure section, but solely 

e na- | whether or not gravure is worth that 

tdoor | rate to the advertiser, in the opinion 

e re- | of R. S. Collins, western manager, 

it of | Gravure Service Corporation, and the 

rated  “time-worn method of comparing 
nique § gravure rates with black and white 
rt di- without giving consideration to other 

Gen- factors which numerous gravure ad- 

ny. vertisers have grown to recognize as 

ertis- the only true standard by which to 
re of measure,” is therefore totally inade- 
strik- quate. 

two Mr. Collins’ comments on the gen- 

\dver- eral subject of gravure rates were 

asible eyoked by an editorial on this sub- 

copy ject which appeared in the Feb. 4 

y the jgsue of ADVERTISING AGE. 

York. Asserting that there are just as 
many gravure rates which are too 
low as there are others which may 
be too high, Mr. Collins said: “So far 

ards as I know, not a single gravure news- 

made paper publisher has made a penny’s 
ub of worth of profit, and this includes 
nding those with low rates, so apparently 

Ar va _ the rate is not such a menace to the 
record of gravure lineage as it may 

made 

| this | Seem. 

mittee “On the other hand the gravure 
publisher does recognize the popu- 

nager,. larity of this feature among readers, 

rman; and it has proven a circulation 
raving builder that has never failed. This 
ts Ad- should have a strong significance for 

ll, ad-* advertisers. 

Com- 
rtising Shows Dominant Interest 
Tele- “The most serious side of the rate 
question should be solely whether or 

— not gravure is worth that rate to the 

stata advertiser. A recently published re- 

4 ‘ 
Faith Port of an investigation conducted 
, John @mong Sunday newspaper readers, 
Mary proved the gravure section to have a 
gency. reader interest of 3% to 1 over any 
other section of the Sunday paper.” 

Is Mr. Collins also pointed out that 

policy the average differential over black 

uilding and white for gravure in all news- 

‘spaper Papers publishing a gravure section, 

use by is 79.2 per cent, as compared with 

iced at 100 per cent mentioned in the edi- 
on this) torial, and that “on a full page basis 


minis-| the difference between gravure and 
black and white is barely 60 per cent. 

“Much more important concerning 

0. the question of gravure rates and 
use for! black and white,” he said, “is the re- 

Book cent formation of three special 
istory,”, combination groups—the Midwest 
oks for Gravure Group, the New York State 
ith the and New England Group, and the 
m, Dut) Metropolitan Group. 

“These include 27 leading gravure 
Mewspapers in 24 major markets, 
and the premium average is only 37 
per cent above black and _ white. 
ities is) Neither is it necessary to buy all 
into the} three groups, as the premium aver- 


would age ig about the same for each.” 
-ommis- 


9 i Add Five to Staff 


MacGregor & Sollie, San Francisco 
radio transcription makers, have 
nd pub added the following to their staff: 
ar-Jour- John Blair, formerly with Electrical 
rchased Research Products Corporation; 
er, and Charles Read, formerly with Black- 
> plant. ‘ ett-Sample-Hammert; T. H. Hutch- 
merged. inson, formerly with NBC; Ken 

Boucher, formerly with Lord & 
Thomas; and Patricia May Astra. 


Ward Named by Group 


] | 

io on Harley L. Ward, Inc., Chicago, has 
been named western representative 

anaging for the newly formed Magazine Pub- 
lishers Group, which includes Flying 

Aces, Sky Birds, Western Trails, and 

'Ten Detective Aces. 


a. 


y 


> adver: 


‘ie 
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ent 
1 elected 


Copy ro 
lumbus Risley Joins Photographer 


rs when Robert G. Risley, formerly sales 

ssociateé @2nager of Plumer, Inc., has joined 

t adve the staff of Sarra-Harrer, Inc., Chi- 
cago, photographer. 


Holden Is Publisher 


Ashley E. Holden, formerly with 
the Izzard Company, Seattle, Wash., 
agency, is now editor and publisher 
of The Oriental Outlook, a new pub- 
lication with offices at 500 Sansome 
St., San Francisco. W. L. Young is 
business manager. 


Presbrey Affiliates 


Frank Presbrey Company, New 
York, has named Bowman, Deute, 
Cummings, Inc., San Francisco and 
Los Angeles, as its Pacific coast rep- 
resentative. 


“Star” Gives Commission 


Washington Star is now allowing a 
15 per cent agency commission, pro- 
vided the “account is paid by the 
15th of the following month.” 


Starts “Thrifty Homes” 


Thrifty Homes, a publication for 
patrons of small town general stores, 
will make its appearance Feb. 10. It 
is published by Leicht Publishing 
Company, Winona, Minn., and will be 
represented by Fred Wright Com- 
pany, St. Louis and Cincinnati. 


Wisdom Starts Agency 


William B. Wisdom, formerly with 
Union Indemnity Insurance Com- 
pany, has started an agency under 
his own name at 618 Union Indem- 
nity Bldg., New Orleans. 


Wayne Names Bradford 


Wayne Company, Fort Wayne, Ind., 
gasoline and oil pumps, has placed 
its advertising with H. F. Bradford 
& Co., Toledo, O. 


Joins Hurley Machine 


Joseph M. Cheney, for ten years 
vice-president in charge of sales for 
Ditto, Inc., has joined Hurley Ma- 
chine Company, Chicago, as head of 
the company’s air conditioning divi- 
sion. 


Riechers in New Home 


Riechers Display Service, St. Louis, 
has moved to its new two-story and 
basement home at 1918 Washington 
Ave. A show room and studio of 
unusual size is a feature of the plant. 


F. A. A. Sets Date 


The annual meeting of Financial 
Advertisers Association will be held 
at Waldorf-Astoria Hotel, New York, 
Sept. 11-14, President H. A. Lyon has 
announced. 


Mosesson Starts Class 


David S. Mosesson, managing edi- 
tor of the Monthly Bulletin, has been 
appointed lecturer in advertising in 
the School of Business of the Col- 
lege of the City of New York. He 
began a course of weekly lectures 
Feb. 10. 


Women’s Club Renamed 


The League of Advertising Wo- 
men, New York, has changed its 
name to Advertising Women of New 
York, Inc. There is no change in 
organization or personnel. 


Dial Tobacco Out 


Brown & Williamson Tobacco Com- 
pany, Louisville, has introduced a 
new ten-cent tin of pipe tobacco, 
under the name Dial. 
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REPRESENTED NATIONALLY BY THE BECKWITH SPECIAL AGENCY 
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Names Theis & Simpson 

Bowling Green, Ky., Park City 
News has reappointed Theis & Simp- 
son Company as national advertising 
representative. 


THERE AIN'T NONE—BUT HERE ARE TWO OF THEM 


Greater 
Listener 


Choice 


IN THE 9" U.S. 
RETAIL MARKET 


According to the CO- 
OPERATIVE ANAL- 
YSIS OF BROAD- 
CASTING, made by 
Crossley, Inc., for the 
Association of National 
Advertisers — the only 
authentic national radio 
survey—KSTP for three 
consecutive years has 
led all Minnesota sta- 
tions combined by a 
substantial margin in 
coverage or "listener 
preference'’ in the 
Northwest's greatest 
market, the 


"U.S. RETAIL 


THERE AIN'T 
NO SUCH ANIMAL! 


giraffe 


@ The canned orange juice that can't be 

told from freshequeezed orange juice 

im LOOKS in SMELL in 
TASTE! 


Gimarrt 
+7 


ORANGE JUIC 


..» but he was wrong! 


@ The farmer said it about the 


The public—canning experts 

— jobbers — grocers —every- 

body said it about canned 

orange juice . . . but they are ¢ 

wrong, too! For * De 4 WN . 
Se et 


i, 


y a 1 


HERE AINT N 


We don't ask you to believe it—prove it 
for yourselfi—send the coupon NOW 
for a FREE REGULAR 12 of CAN of 
Giraffe Natural Orange Juice and Giraffe 
Natural Grapefruit Juice too. At the 
first taste you'll know why these will be 
= pair of the biggest selling profit pro- 
ducers you've ever handled. 


a Zt Y N 
ASS rf ig 


—— 


Sucy ANIMAL_ 


(Please excuse us for using this old story—But it helps to make a point) 


oy 200 pound”. 
2 the tin of engine 


a al bam TR 
wr henh ot al carer tow priced cars TV tabaci 
Se -~ 


AMO UP +O. 8 FACTORY’ HOLD BY OVER F200 
P1001 BORE Awe CHersien DEALeRS 


Hope New Auto 
License Plan 


Will Aid Sales 


Lansing, Mich., Feb. 9.—A bill to 
stimulate the sale of automobiles 
during the middle and end of the 
year periods has been introduced in 
the Michigan House of Representa- 
tives. It cuts the cost of automobile 
licenses and makes them purchasable 
for a partial year, on a monthly ba- 
sis. 

Dealers now find it difficult to sell 
cars near the middle of the year, or 
near the end. In the summer, the 
prospect wants to wait until it is 
necessary for him to buy only a six- 
month license. In November he does 
not want to buy an automobile and 
pay for a full six-month license good 
only to the first of the next year. 

Under the provisions of the new 
bill, the secretary of state would be 
authorized to accept payment of the 
license fee on either a yearly or 
monthly basis, and for any number 
of months of the year. November 
buyers, for example, would be taxed 
only for two months. The new rates 
would scale upwards from 50 cents 
a month. 


“New Outlook” Story 


Causes Senate Furor 


Publication of a story in New Out- 
look by David S. Barry, sergeant at 
arms of the United States Senate, 
which members of that body took as 
a reflection upon the group’s integ- 
rity, resulted in Mr. Barry’s dis- 
missal from his post this week. 

Mr. Barry will be compensated for 
loss of his position, Francis Walton, 
New Outlook managing editor, an- 
nounced, and the publication will run 
other Washington stories by the same 
author. 


Kelly Has New Post 


Don Kelly, formerly vice-president 
of Giles Letter Service, and secre- 
tary of Advertising Club of Minne- 
apolis, has been named advertising 
manager of Wilcox-Mosher-Leffholm 
Company, Minneapolis. 


McNally Broadcasts 


Fred McNally, president of Rand 
McNally & Co., Chicago publisher, 
spoke on the “Roses and Drums” 
program over a Columbia network 
Feb. 5 on, “The Value of a College 
Education.” 


Keen Heads Club 


Charlton Keen of Groves-Keen ad- 
vertising agency, was elected presi- 
dent of Atlanta, Ga., Advertising 
Club at the annual meeting. 


McCall Net Declines 


McCall Corporation reports 1932 
net profit as $1,163,308, equal to 
$2.13 a share, as compared with $1,- 


603,185 or $2.90 a share in 1931. 


HERE'S WHERE A 
GIRAFFE TAKES 
IT IN THE NECK 


To the Editor: 

This is a cry for help— 

Attached are two advertisements. 
They appeared simultaneously. They 
are for widely disassociated products. 
The theme is the same: 

“There ain’t no such animal.” 

os Se es 

But the legends back of the caption 
differ. The Tropical Orange Juice 
Giraffe was discovered by a farmer 
on his first visit to a circus. The 
Plymouth Six Giraffe came to light 
when a man visited the zoo and saw 
this strange animal for the first time. 

Now, at Erwin, Wasey we're 
sticklers for facts. We feel that the 
fair name of our Tropical Giraffe is 
in question. We've come to love 
these giraffes. 

Why, for eight months we've -been 
training these Tropical Giraffes, mak- 
ing ready for the big race they must 
run to place Giraffe Orange Juice and 
Giraffe Grapefruit Juice on the Ameri- 
can market. 

All slicked up and rarin’ at the 
tape, when alas! Nature postponed 
the race from Jan. 1 to Feb. 1. Citrus 
fruits simply wouldn’t ripen on time 
and since the Giraffe juices are “as 
is’—no sugar added—the potential 
audience drew rain checks. 


“Imagine Our Surprise” 


Imagine the Tropical Juice Giraffe 
owners’ surprise when the race 
started in February to find another 
giraffe rollicking around the track. 
This was a new specie—a Plymouth 
Six Giraffe found in a zoo. 

Now the Tropical Giraffes were 
circus animals according to the best 
legends available. Their pedigree 
was a long and favorable list of men- 
tions in almanacs, joke books, smok- 
ing car sessions, 3-a-day-acts, and 
other standard joke authenticators. 
Proud indeed were the Tropical own- 
ers of their farmer-circus giraffes. 

This Plymouth Six Giraffe was a 
“Man-at-the-zoo” giraffe. A sorry 
pedigree if you ask us, who are versed 
in the joke lore of the ancient, and 
to us, honorable giraffe. 

“It is quite a coincidence,” says J. 
Stirling Getchell, whose admen are 
responsible for the Plymouth Six 
“Man-at-the-zoo” giraffe. 


You Be the Judge 


But we of the Tropical fame don’t 
want to leave it so blandly. One of 
these giraffes is—shall we say—of 
pure and accepted mythical origin. 
The other—well—questionable. 

And that’s what this is all about— 


please, to clear or damn our Tropical 
Giraffe, will you ask your readers 
which story they grew up on? If 
we're right—and we wouldn't be writ- 
ing this if we didn’t think so—then 
those Getchell admen have gotta quit 
kickin’ our Giraffe around. 
Yours for justice for our long- 
necked friends, 
F. M. OrcHARD, 
Erwin, Wasey & Co., Inc., 
New York. 


Ross Studies 


Campaigns of 
Associations 


New York, Feb. 9.—Growth of co- 
operative campaigns in which sev- 
eral industries making or selling re- 
lated products, such as those serving 
the construction field, band together 
for mutual profit is forecast in “Some 
Fundamentals of Association Adver- 
tising Procedure,’ by F. J. Ross, 
chairman, Fuller & Smith & Ross, 
Inc., which has just been published. 

The book, which utilizes the ques- 
tion and answer form to discuss its 
subject, is divided into two general 
headings, campaign preparation and 
campaign procedure, and discusses 
29 fundamental aspects of associa- 
tion advertising in brief and under- 
standable terms. 

Some of the subjects discussed in- 
clude ‘Why should an association ad- 
vertise?”; “When should an agsocia- 
tion advertise?”; “What type of ad- 
vertising committee is  best?”; 
“Should an association invite com- 
petition between advertising agencies, 
and what form should that competi- 
tion take?”; and “How can the re- 
sults of cooperative advertising be 
traced?” 

The book contains an introduction 
by Hugh E. Agnew of New York Uni- 
versity, secretary-treasurer of Na- 
tional Association of Teachers of 
Marketing and Advertising. The 
price of the volume is $1.50. 


Advertising Men Plan 
Monte Carlo Night 


A novel entertainment, Monte 
Carlo night, has been planned by 
the Association of Advertising Men, 
New York, at the clubrooms in the 
Grand Central Palace Feb. 18. 

Dancing and refreshments are also 
on the program. The subscription is 
$2 per couple and reservations may 
be made through Claiborne G. Flinn, 
Everett Waddey Company. 


Abandons Roto 


Minneapolis Tribune has discon- 
tinued its rotogravure section in 
favor of an eight-page art graphic 
section. 


Death Takes Spafford 


Isaac B. Spafford, head of the Bos- 


ton agency, died Feb. 8 at the age 
of 48 after a short illness. 


New Yorkers Plan New 
Type of Home Show 


The first “National Modernize 
Your Home Exposition” will be held 
at Madison Square Garden, New 
York, March 28 to April 1. The new- | 
est products in building materials 
and appliances for the home and 
public buildings will be shown. 
Headquarters have been opened in 
the Waldorf-Astoria Hotel. 


Ronalds in New York 


Ronalds Advertising Agency, Ltd., 
Toronto and Montreal, has opened 
an office at 52 Vanderbilt Ave., New 
York. Canadian accounts only will 
be handled. 


A. H. Du Grenier Passes 


Arthur H. Du Grenier, manufac. | 
turer and inventor of more than a_ 
score of vending machine devices, — 
died Feb. 6 at his home in ates, 
hill, Mass. 
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WHE LARGEST 
PHOIO-ENGRAVING 
ORGANIZATION 
IN CHICAGO 


MAKERS OF FINE 
PRINTING PLATES 
IN BLACK OR COLORS 


ENGRAVING COMPANY 


817 W.WASHINGTON BOULEVARD 


prone MONROE FO8O 


eoeeees? 
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good 
typography? 


Asrrer all has been said or 
done, there can only be one 
answer ....and yet we have 
received thirty-one different 
definitions. © 


We consider this the bes 
answer to our question as y: 
received .... (but we want 
a better one.) 


“Good typography ???? the 
indefinable knack of’arrang- 
ing copy, plates and type for 
extraordinary,mechanical 
reproduction.” 


We have with us a man who 
has satisfactorily answered 
this question for several large 
national advertisers. His ser- 
vices are yours for theasking. 


ty pographers 
605 SOUTH CLARK STRE 
WABASH 0585 
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ADVERTISING AGE 


GUARANTEE GIVEN 
ON FERTILIZERS 


Norfolk, Va., Feb. 9.—What is be- 
lieved to be the first advertising of 
a fertilizer manufacturer in which a 
definite guarantee is given to the user 
of the benefits which will accrue from 
the use of the product appeared in a 
large list of Virginia and North Car- 
olina publications last week when 
Smith-Douglass Company used large 
space to broadcast a blanket war- 
ranty of its Orange tobacco fertilizer 
and its Royal potato fertilizer. 

Because of the many factors be- 
yond the company’s control which 


| might affect the value of the product, 


no definite statement of increased 
| productivity is made, but determina- 
tion of the product’s value is left 
entirely to the judgment of the user. 
The guarantee says: 

“If, after using Orange tobacco fer- 
tilizer and marketing your crop, you 
are satisfied that Orange is not worth 
the premium we charged you for it 
above the cost of other fertilizers, we 
will cheerfully refund that premium 
to you in cash.” 

The potato fertilizer guarantee is 
identical. 

The guarantee has caused much 
comment in the states covered, ac- 
cording to Oscar F. Smith, president 
of Smith-Douglass Company, because 
a guarantee of any kind of result 
with fertilizer has heretofore been 
avoided by fertilizer mixers. Guaran- 
tees have been limited to chemical 
analysis. 

Philip Lukin, vice-president, 
Charles Austin Bates, Inc., New 
York, the Smith-Douglass agency, is 
credited with originating the new 
policy. 


Wisconsin Dailies to 
Sponsor Market Study 


Wisconsin Markets, Inc., Mariner- 
_ Tower Bldg., Milwaukee, has been 
' organized by a group of dailies in 
the principal markets of the state, 
to make a study of the 16 principal 
| markets and their sales potentiali- 
| ties. 
| Frank R. Starbuck, publisher, Ra- 
cine Journal-News, is president of 
‘the organization, and Irving C. Bunt- 
man is executive director and secre- 
tary-treasurer. H. H. Bliss, pub- 
lisher, Janesville Gazette, is vice- 
president. 


Book Sales Indicate 
Interest in Diet 


The non-fiction best seller pub- 
lished in the past twelve years was 
a popular work on diet, with a his- 
tory second and a volume on philos- 
ophy third, according to Irving Har- 
low Hart of Iowa State Teachers 
College, a contributor to Publishers’ 
Weekly. 

The three titles are “Diet and 
Health,” by Mrs. Lulu Hunt Peters; 


n said of “Outline of History,” by H. G. Wells, 
and “The Story of Philosophy,” by 

y be on€ Win) Durant. 

we 7 ee 

different C. Ralph Bennett 


Writes New Book 


“Swindled! Some Gold _ Bricks: 
the bes Plain and Fancy,” a book about 
on as yet) rackets and suckers, by Wirt D. — 

and C. Ralph Bennett, has just been 
we want oblished. 

Mr. Bennett, who wrote the rage wd 

| script, is a member of the copy de- 
222? the partment of the Keelor & Stites 


f'arrang- Company, Cincinnati agency. 


we a Bissell Opens Office 


man who 


John Bennett Bissell, who recently 
resigned as vice-president of Batten, 
Barton, Durstine & Osborn, Inc., New 
York, has established himself as a 
sales and advertising counselor with 
offices at 25 East 45th St. 


answere saciid cin 

erallarge | Goodrich Has Paper 

;.His ser- First issue of “Goodrich Silver- 
town News,” designed to aid dealers, 

heasking: ja, just been distributed by B. F. 
Goodrich Rubber Company, Akron, 
oO 

XRD CO. ee 

1 Agency Moves 

. STRE Howland, Oliphant & MclIntyre, 

5 formerly at 2 Park Ave., New York, 


have leased offices in the R-K-O Bidg., 
Sixth Ave. and 5ist St. 


SETTING A PRECEDENT FOR FERTILIZERS 


your crop, you are satisfied 
that ORANGE is not worth 


you satisfaction 
nit you use 


your crop 


an A 
with ORANGE W We sa 
ORANGE and, after 

are convinced that it is not 


THE MOST SENSATIONAL ANNOUNCEMENT 
ANY FERTILIZER COMPANY HAS EVER MADE 


TOBACCO FERTILIZER 


OUR 
GUARANTEE 


tests by prominent growers last year against 
show 


on that ORANGE ane ds of of 


of ORANGE used to the acre, it 
is worth nearly $100.00 per ton more than 


much to do with that. Os ao 00. es 

ORANGE will bring you more leaf aod 
better leaf We do say that ORANGE will 
outgrow, out , outproduce and outdo 
a 


tobacco an: 
should use 


We also nie and sell JAMACA. If, for 
some reason, you do not feel that you can 
accept our offer on ORANGE, we want you 
to use JAMACA. It is the best standard 

grade tobacco fertilizer made—better then 


ed conclu- 


PACKED IN COTTON BAGS 


Smith ORANGE sad papeaca %: Ly aes 
cope fe 


- -¥-X— —N 


snpbedy else’s best! 
a chele fekds, and of equal sanding wich 
po tobacco rok om are 

corn, peanuts and truck. You 
seart erik 6 nlite using ouy SO) grote. 


sign H-DOUGLASS CO. Ine 


NORFOLK, vA. 


COTTON 


DANVILLE, VA. 
PERTILIZERS FOR . TOBACCO 


KINSTON, N. C. 
TRUCK ° 


Type of cop 
and North 


oe Smith-Douglass Company is running in Virginia 
arolina papers, guaranteeing 4 
fertilizers. 


etter results with its 


No Advertising 
This Year for 


Colorado Group 


Denver, Colo., Feb. 9.—The Colo- 
rado Association, which was formed 
four years ago with the object of 
attracting travelers and business peo- 
ple to the state, and which has been 
an important national advertiser dur- 
ing that period, has declared a holi- 
day for a year because charity de- 
mands upon its members make the 
task of collecting the necessary 
money to carry on activity unusually 
difficult. 

In 1929, the first year of the asso- 
ciation’s activity, $47,000 was spent 
in newspapers and $2,800 in farm 
journals. The appropriation was in- 
creased greatly in 1930, newspapers 
getting $54,800 for association space, 
and national magazines $116,300. 

In 1931 the magazine appropriation 
was increased to $178,000, with $39,- 
800 going to newspapers, while last 
year the entire appropriation was cut 
to $69,000. This year there will be 
no advertising, unless a marked 
change in the sentiment of Colorado 
business men is noted. 

Cost of responses to the advertis- 
ing have shown a steady decrease 
during the four-year period. In 1929 
the cost of each reply was $4.29; in 
1930, $2.99; in 1931, $1.13, and in 
1932, 69 cents. 

The association has 5,957 members. 


Southeastern to Mosse 


Rudolf Mosse, Inc., New York, has 
been appointed to direct advertising 
of Southeastern Cottons, Inc., New 
York, a new organization merchandis- 
ing the products of those mills for- 
merly handled by Hunter Manufac- 
turing & Commission Company. 
Trade and technical publications will 
be used. 


Asks 2-Cent Postage 


The upper house of the Oklahoma 
legislature has adopted a resolution 
asking Congress to reduce the first 
class postage rate: from three cents 
to two. 


Pick Charchill-Hall 
Sleep Safe Baby Harness Co., 
White Plains, N. Y., has appointed 

Churchill-Hall, Inc., New York. 


Music Tells Sponsor’s 
Name on Cliquot Program 


The new Cliquot Club program on 
NBC-WJZ Monday evenings makes 
use of musical instruments to an- 
nounce the name of the sponsor’s 
product. . 

Violins cry “Cliquot Club” and 
saxophones tell what it is twice on 
each program. A surprisingly accu- 
rate reproduction of the words is 
achieved. 


In One Medium for 


Twenty-Five Years 
Cream of Wheat Corporation, Min- 
neapolis, has used Pictorial Review 
for.25 years, taking 274 consecutive 
advertisements, the magazine an- 
nounced in its February issue. 
The first copy, appearing in Jan- 
uary, 1908, and the 274th, running 
in November, 1932, were reproduced. 


W. J. Delaney Forms 


Representative Firm 


William J. Delaney, for the past 
five years advertising director of 
Clayton Magazines, Inc., has formed 
William J. Delaney, Inc., New York, 
magazine representatives, which will 
represent the Newsstand Group. 

Offices have been taken in the 
Graybar Bldg. 


Two Appoint Ludgin 

Advertising of Illinois Municipal 
Securities Service Corporation, a new 
company, and Free & Sleininger, Inc., 
radio station representative, has been 
placed with Earle Ludgin, Inc., Chi- 
cago. Illinois and Iowa newspapers 
will be used for the first account, 
and advertising publications for the 
latter. 


Joins Chicago Agency 

Gladys Lovrien, formerly in the 
advertising department of Spring- 
field, Ill., State Journal, has joined 
the staff of Matteson-Fogerty-Jordon 
Company, Chicago. 


Features Ortho-Cut 


California Packing Company will 
introduce a new advertising theme 
for Del Monte coffee next month, 
when it features a new method of 
grinding, known as Ortho-Cut. 


McMarphey with Crank 


George McMurphey has been 
named Oregon and southern Wash- 
ington representative for Chet Crank, 
Ine., Los Angeles agency. 


Hoberg Tissue 
Sales Aided by 
Paper Doll Kit 


Green Bay, Wis., Feb. 9.—Teaching 
children how to make dolls out of 
vari-colored napkins has opened a 
new market which threatens to 
eclipse many old ones in importance, 
Hoberg Paper & Fibre Company has 
found. 

Frances A. Mueller, who recently 
opened a Milwaukee advertising 
agency, developed the idea for the 
company. She perfected special pack- 
ages backed with cardboard, one side 
of which carries a message to the 
children, while the other seeks the 
co-operation of mothers. 

“Let the children’s every noon-day 
luncheon be a party,” the latter are 
urged. The children’s side of the 
card is illustrated with half a dozen 
dolls which can be made from Ever- 
green embossed napkins. 

“Each doll has a beautiful name 
like Barbara, Joan, Patricia and 
Jane,” says the card, with a deep 
knowledge of child psychology. “Be- 
gin today to gather your family of 
Evergreen dolls. You'll love every 
one of them.” 

The card also gives detailed in- 
structions for making the dolls. A 
core is packed in each roll of Ever- 
green tissue to provide the doll’s 
body. 


Lady Esther Adds 
Third Broadcast 


Wayne King and his orchestra 
have been signed to do a third weekly 
broadcast each week for Lady 
Esther, each Thursday evening over 
WENR, Chicago, and NBC. The mu- 
sician is already featured weekly by 
the same sponsor over KYW and 
NBC on Sunday afternoons, and over 
WMAQ and NBC Tuesday evenings. 

The account started over NBC 
about a year ago with 13 stations 
and a 13-week contract for Sunday 
afternoons, and has increased its fre- 
ow. and added more stations rap- 

ly. 


Dr. L. F. Abbott, Former 


“Outlook”? Owner, Dies 


Dr. Lawrence F. Abbott, president 
and publisher of The Outlook when 
Theodore Roosevelt was its editor, 
and son of Dr. Lyman Abbott, who 
published the magazine before him, 
died Feb. 7. He was 73 years old, 
and had been in ill health for some 
time. 

Dr. Abbott, who sold his interest 
in The Outlook in 1922, had been sec- 
retary of the New York Life Insur- 
ance Company since 1929. 


Italy Puts Tax on 
Air Advertising 


Italian communes have the right 
to tax certain types of advertising 
under provisions of a recent govern- 
mental decree, the U. S. Department 
of Commerce has been informed. 

The largest communes are given 
the right to tax airplanes dropping 
pamphlets $50 a day and $40 a day 
for broadcasting announcements, 
with rates ranging downward for 
smaller groups. 


Best Leaves Mogenson; 
Tichenor Succeeds Him 


Following several years’ service, 
most of the time as Eastern manager, 
Hil F. Best has resigned from M. C. 
Mogenson & Co., ‘New York. 

C. R. Tichenor, who has been with 
the Los Angeles office five years and 
the New York office one year, has 
succeeded Mr. Best as Eastern man- 
ager. 


Crump Has Sterling 


Advertising of Sterling Life & Cas- 
ualty Insurance Company, Chicago, 
which sells insurance by mail, is now 
being placed by Murrel Crump Ad- 
vertising Company, Kansas City, Mo. 


Sutton to Anfenger 


Roy C. Sutton Manufacturing Com- 
pany, St. Louis, maker of Surg, a 
household cleaner, has placed its ad- 
vertising with Anfenger Advertising 
Agency, St. Louis. 


Dailies Merge 
Hamilton, 0., Daily News has been 
merged with Daily Journal. 


BIG FOUR LOSES 
MUCH GROUND 10 
10c CIGARETTES 


Kentucky Production Jumps 
189% in Year 


New York, Feb. 8.—A careful study 
of internal revenue figures for vari- 
ous Federal districts during 1932 
reveals one of the basic reasons for 
the recent cut by the so-called “Big 
Four” cigarette manufacturers which 
enables their standard 15-cent brands 
to be retailed for two for 25 cents, 
and the anticipated further cuts 
which will drive the retail price down 
to ten cents. 

A break down of cigarette tax col- 
lections shows Kentucky, the home 
of Wings and Twenty Grand, the two 
leading ten-cent brands, increased its 
output from 3,800,000,000 cigarettes 
in 1931 to 11,000,000,000 in 1932, or 
189 per cent, of which it is estimated 
that 9,400,000,000 were of the ten- 
cent variety. 

Contrasted with this unusual in- 
crease was a drop of 19.7 per cent, 
from 71,000,000,000 to 57,000,000,000 
in production in North Carolina dur- 
ing the same period, and a drop from 
4,700,000,000 to 3,700,000,000 in .New 
Jersey. 

Just how badly the newer ten-cent 
brands have encroached upon the 
business of the “big four” is clearly 
shown by these figures, since all 
Camel production, between 60 and 70 
per cent of the Lucky Strike produc- 
tion and between 25 and 35 per cent 
of Chesterfield production is cen- 
tered in North Carolina. The New 
Jersey drop, of approximately 21 per 
cent, was represented almost entirely 
by Old Gold. 


Total Production Down 


The total cigarette production in 
1932, in units, declined 8.7 per cent 
from the 1931 figure, with ten-cent 
brands accounting for from 10 to 11 
per cent of the total, with estimates 
placing the peak sales of the cheaper 
grades as high as 20 per cent of the 
total. 

As a matter of fact, careful esti- 
mates indicate that one of the “big 
four” actually was tumbled into fifth 
position in the field by a ten-cent 
brand during the year. According to 
this estimate, Lucky Strikes made up 
37.7 per cent of the total 1932 out- 
put; Camels, 21.7 per cent; Chester- 
fields, 21.2 per cent; Wings, 6.6 per 
cent; Old Golds, 5 per cent, and 
Twenty Grands, 2.4 per cent. 


Institute Plans to Give 
Broadcasting Course 


Rose Polytechnic Institute, Terre 
Haute, Ind., will launch a new course 
in broadcasting as soon as a short 
wave station is set up and call let- 
ters are assigned. 

The station will be sponsored by 
Rose Radio Club and lessons will be 
given five nights a week. 


Arndt Is Editor 


Robert N. D. Arndt, John Falkner 
Arndt & Co., has been appointed edi- 
tor of “Poor Richard Almanac,” offi- 
cial organ of the Poor Richard Club 
of Philadelphia. He succeeds Andrew 
J. Kunkel, who was recently named 
sales manager of Breyer’s Ice Cream 
Company. 


Has Milwaukee Office 


Needham, Louis and Brorby, Inc., 
Chicago, has opened an office in the 
Mariner Tower, Milwaukee. Harry 
G. Hoffman, president of the Milwau- 
kee Advertising Club, and at one time 
advertising manager of Allis-Chal- 
mers Manufacturing Company, is in 
charge. 


Sells 5c Cigarettes 


“Tom’s Cigarettes,” a new package 
of eight cigarettes which sells for a 
nickel, made by Virginia Products 
Corporation, New _York, is now be- 
ing widely distributed in the south 
by ‘Tom Huston Peanut Company, 
Columbus, Ga. 
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U.B.P., Holding 
Company, Placed 
In Receivership 


New York, Feb. 9.—Following de- 
fault on interest due Feb. 1 on its 
fifteen-year notes, the United Busi- 
ness Publishers, Inc., has entered a 
receivership as the first step in mak- 
ing a financial readjustment of its 
affairs. Andrew C. Pearson, chair- 
man of the board, and George B. 
Miller, of Delaware, have been ap- 
pointed receivers in equity by the 
United States District Court for the 
District of Delaware. 

The action does not affect the op- 
erating company, United Publishers 
Corporation, which issues 25 publica- 
tions serving the metal, hardware, 
shoe, textile, toy, jewelry, insurance, 
warehousing and automotive fields. 
The holding company, United Busi- 
ness Publishers, Inc., was formed in 
1928 when an expansion program was 
under way. The operating organiza- 
tion was founded in 1911. 

The duration of the receivership is 
dependent only on the time neces- 
sary to readjust the financial set-up 
of United Business Publishers, Inc., 
and the appointment of Mr. Pearson 
assures continuity of management, 
personnel and operations of subsid- 
iary companies without interruption 
or change. 

Most of the assets of United Busi- 
ness Publishers are in stock, com- 
mon and preferred, of the United 
Publishers Corporation. Its only im- 
portant income is from dividends of 
the operating company, and the re- 
ceivership will serve to protect the 
status of the operating company’s 
stocks. 


Black Is Promoted 


Frederick Black, advertising man- 
ager, Yosemite Park and Curry Com- 
pany, has been appointed traffic man- 
ager, in charge of sales of all serv- 
ices in Yosemite National Park. He 
will continue in charge of advertising 
and publicity. 


CROSS-COUNTRY 
TRIP SPONSORED 
BY G-E, WARNER 


Los Angeles, Cal., Feb. 9.—An un- 
usually spectacular nation-wide pro- 
motional project will be launched 
here Feb. 21, when a special elec- 
trically equipped train will leave here 
on a transcontinental tour to adver- 
tise the General Electric Kitchen and 
Warner Brothers’ new picture, “42nd 
Street.” 

Both sides of the special train, 
which will carry a bevy of stars fea- 
tured in the new production, as well 
as numerous Warner Brothers and 
G. E. officials, will be electrically 
lighted—the first time in railroad his- 
tory that such a feat has been accom- 
plished. 


To Make 14 Stops 


A complete operating General Elec- 
tric kitchen will be installed, and 
other unusual features will include 
a replica of Malibu Beach, with G. E. 
sunlamps providing a natural atmo- 
sphere, and huge sun arcs which will 
cast powerful colored light beams 
into the sky as the train flashes 
through the night. 


The train will make 14 stops in 
important cities enroute across the 
continent, in each of which the stars 
will ride in a parade to the down- 
town show rooms of General Electric 
distributors and will participate in 
broadcasts over local stations. Simi- 
lar personal appearances will be 
made at the local Warner Brothers 
theaters. 

The train will reach Washington 
on the morning of March 4, in time 
for the entire party to attend the in- 
augural ceremonies, and will then 
proceed to New York, where the 
movie stars will make a personal ap- 
pearance in conjunction with the pre- 
miere showing of “42nd Street.” 


Mr. Skage 


Me easures 


$11,250,347,887.02 


Mr. Skagg, the Inquisitive Sales Manager, 
is just now measuring the yearly oy" 
s dis- 
covered that if this yearly amount were in 
20 dollar gold pieces and stacked, it would 
tower 782 miles in the air, with enough left 
Also, that 
this little piece of change is equal to the 


of Catholics in this country. He ha 


over to buy a morning paper. 


entire war debts owed America. 


Maybe Europe can afford to “pooh-pooh” 
a cool eleven billion, but can an advertiser 
. Especially when you con- 
sider that there i is no other class market so 
compact and homogeneous, so faithful to 
its ideals, with so many interests in com- 
mon as the Catholic Church membership. 
. .. Especially when you consider that one 


neglect it? . 


Magazine alone has the power to 


your product on a heart-to-heart basis with 


this market. 


EXTENSION MAGAZINE is supported by 


and edited expressly for 


Catholic families and 18,000 leaders of 
Magazine 
and its market are inseparable. .. . 
Perhaps that is why advertisers report 
such fine cooperation and such sur- 


Catholic institutions. The 


prising results. 
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Ethyl Aids the doctor keep up with the stork, this outdoor poster 
implies. 


Good - Natured 
Copy Featured 
By Ethyl Gas 


(Continued from Page 1) 
tration shows the old bus, occupied 
by a family of four, borne up pre- 
cariously in a raging sea by a frail 
eraft. Three sharks the size of 
whales, named “Overheating,” 
“Knock” and “Repairs,” their mien 
promising nothing but harm, are dan- 
gerously near, while three mountain- 
ous waves, labelled “Noise,” “Ex- 
pense” and “Wear,” are about to 
sweep over the raft. 

The only hope is a life preserver, 
“Extra Power,” being tossed by a fill- 
ing station attendant atop a light- 
house. The line securing the life 
preserver is a gas hose attached to 
an Ethyl pump. The text begins: 

“Study this picture carefully and 
you may see that the man on the 
raft is YOU. Millions of Americans 
are in the same fix. They are trying 
to make cars last another year—not 
because they want to—but because 
they have to.” 

The text concludes with a warning 
to beware the poor gasoline sharks 
ready to devour the car whose driver 
scorns the Ethyl life preserver. 


Patterson Host to 
Automobile Chiefs 


Kellogg Patterson, Chicago man- 
ager for the Cincinnati Times-Star, 
gave his annual party to automobile 
men during the Chicago show last 
week. Among those present: 

Roy Peed, John Palmer, Ray Black- 
well and Jim Boyd, of DeSoto; Curt 
Le Wald, Buick; Carl Haven, Olds- 
mobile; Willis Munro, Hupmobile; 
Bob Potter, Chicago Journal of Com- 
merce; John Jenkins, of Green, Ful- 
ton, Cunningham Company; Barney 
Oldfield, Plymouth, and Ernest Ros- 
cher, St. Louis Post-Dispatch. 


“Story,” Founded Abroad, 
Is Moved to America 


Story, founded in Vienna in 1931 
by Whit Burnett and Martha Foley, 
has been moved to New York, where 
it will be published hi-monthly from 
20 East 57th St. 

Bennet A. Cerk and Donald Klop- 
fer, publishers of the Modern Li- 
brary, and Harry Scherman, presi- 
dent of Book-of-the-Month, are inter- 
ested in the publication, which is 
said to be the only one devoted ex- 
clusively to the short story. 


Hill, Association 
Leader, Is Dead 


William R. Hill, 65, president of 
the Sargent & Greenleaf Company, 
lock manufacturers, Syracuse, N. Y., 
died Feb. 6. 

Mr. Hill was a past president of 
the New York Sales Managers Club 
and the American Society of Sales 
Executives. He was regarded as an 
authority on builders’ hardware and 
wrote extensively on the subject. 


One More for Waters 


Norman Waters & Associates, New 
York, have been appointed by Albert 
Manufacturing Company, Providence, 
Maid of America pearls and costume 
jewelry. Direct mail and trade pa- 
pers will be used. 


Has Monroe Clothes 


Monroe Clothes, Inc., New York, 
men’s clothing manufacturer, has ap- 
pointed Hirshon-Garfield, Inc., New 
York. 


Howells Lunch With 


President-Elect 


Clark Howell, Sr., and Clark 
Howell, Jr., publisher and business 
manager respectively of Atianta Con- 
stitution, and their wives, recently 
lunched with President-elect Roose- 
velt at Warm Springs, Ga. 

Mr. and Mrs. Curtis Dall, Mr. 
Roosevelt’s son-in-law and daughter, 
spent the week end as guests of Mr. 
and Mrs. Clark Howell, Jr., in At- 
lanta. 


“Pictorial Review” 


Promotes E. R. Weadon 


Emile R. Weadon, associated with 
Pictorial Review, New York, since 
1928, has been elected vice-president 
and advertising manager of the mag- 
azine. 

He was with the Butterick Pub- 
lishing Company for 11 years prior 
to this connection. 


Two Named to F. R. C. 


President Hoover has appointed 
John Christian Jensen, of Nebraska, 
and re-appointed Eugene O. Sykes as 
Federal Radio Commissioners. Mr. 
Jensen is director of Station WCAJ, 
Lincoln, and instructor in radio, 
physics and related subjects in Ne- 
braska Wesleyan College. 


Launch Tube Drive 


National Carbon Company, New 
York, will launch a newspaper cam- 
paign in 21 metropolitan areas Feb. 
20, for EverReady Raytheon radio 
tubes. Forty and 60-inch copy will 
be used. N. W. Ayer & Son, Inc., 
is in charge. 


Smith Joins Fawcett 


Frederick James Smith, in the past 
an editor of Photoplay, Motion Pic- 
ture, Movie Classic and New Movie 
Magazine, has been appointed east- 
ern editor of the screen publications 
issued by Fawcett Publications, Min- 
neapolis. 


Directs Maggi Radio 
Maggi Company, New York, ‘“Mag- 
gi’s Seasoning,” has appointed Hanff- 
Metzger, Inc., New York, to direct 
radio advertising. At present two 
programs a week are being broadcast 
over WOR. 


Women Have Frolic 


The fourth annual Adsters and 
Artists Friske Frolic and Cinema 
Ball, sponsored by Women’s Adver- 
tising Club of Pittsburgh, Feb. 3, at- 
tracted over 400 guests. Proceeds 
were devoted to aiding unemployed 
women. 


Names Rudolf Mosse 


Rudolf Mosse, Inc., has been ap- 
pointed by the Solite Corporation, 
New York, floodlights and lighting 
equipment. Trade papers and direct 
mail will be used. 


Aldrich Is President 


Paul I. Aldrich, editor of The Na- 
tional Provisioner, Chicago, has been 
elected president of The National 
Provisioner, Inc. 


Sliding Scale 
For Cash Puts 
$20,000 in Till 


Milwaukee, Wis., Feb. 9.—A _ re- 
markable success story was written 
by Watts, high-class china and glass 
store, when it altered a special cash 
discount plan to provide for a sliding | 
scale for large purchases. 

Watts is not the type of store or- 
dinarily patronized by the masses, 
but the discount for cash pulled in 
a large number of the bourgeoise | 
with money to spend. 

In announcing its annual sale, 
Watts told the public it could get 5) 
per cent off for cash, in addition to | 
the substantial reductions in prices 
which were inaugurated. 

This aroused some interest, but 
not as much as was expected. Then 
the company came out in large news- 
paper space to announce a siiding 
scale which would make it worth | 
while for buyers to concentrate their 
purchases. It offered 5 per cent off 
for cash sales of $1 to $5; 6 per cent 
for purchases of from $5 to $20; and?! 
so on up to 10 per cent for purchases 
of $150 or over, where the money 
was laid down. 

The result was cash receipts of 
$20,000 in less than one month. No 
less than 95 per cent of this came 
from those who, as far as the store’s 
books show, never before patronized 
the company. 

David M. Puerner handles the 
store’s merchandising plans. | 


Burland Joins Agency 


Joseph Burland, associated for 14 
years with the New York agencies 
in which the late George C. Sher- 
man was interested, has joined 
Kelly, Nason & Roosevelt, Inc., New 
York, where he will serve as space 
buyer. For the past 4 years, Mr. 
Burland was treasurer and space | 
buyer of George C. Sherman Com- 
pany. 


William B. Boyd, 


eee 


Publisher, Is Dead ald 


William B. Boyd, who left the 
Frank Presbrey Company, New York, 
seven years ago to succeed his father 
as president of the Home News Pub- 
lishing Company, New Brunswick, 
N. J., died Feb. 8. 

He was 54 years old, and had been | 
in ill health for several months prior 
to his death. 


Hicks and Hill 


Receive Promotions 


Thomas E. Hicks has been named 
vice-president in charge of merchan- 
dising, Johnson & Johnson, New 
Brunswick, N. J. He has been with 
the company since 1922. 

A. B. Hill, formerly a_ branch 
manager, has been advanced to man- 
ager of salesmen. 


Ward in St. Louis 


Ward Baking Company, New York, 
extended its newspaper campaign to 
St. Louis this week, using 1250-line 
copy to feature its larger loaf, under 
the caption, “See what you get for 
dime.” 


Radio Papers Merge 


Broadcasting Magazine, Washing: 
ton, D. C., has acquired the publica- 
tion rights to Broadcast Advertising, 
Chicago, which suspended publica 
tion in January. 


Wilding Adds May 
Arthur A. May, formerly vice-presi- 
dent, Realty Development Corpora: 
tion, has joined Wilding Picture 
Productions, Inc., Detroit, as account 
executive. 


Chicago Market. .... if 


1S owe 


“The Market, Chicago.” 


a - DIRECT TO * - | 
THE HOME 
SAMPLING FOR QUICK SALES RESULTS. 


No other medium can give you such thorough and effective coverage of the 
other advertising efforts aren't producing for you 


now—let us submit a plan fitted to your product, your budget and your dealer 
set-up. Samplin 
for our book, 


BIG 


for others. Why not investigate it now? Ask 


ADVERTISING CARRIERS 
20 EAST 8'' ST. CHICAGO 
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ETHICAL PLANE 
OF TRADE COPY 
CALLED HIGHEST 


New York, Feb. 9.—Pointing out 
“advertising racketeering” is 


tising and business’ structure, S. 
Ward Seeley of N. W. Ayer & Son 
of the Technical 
Publicity Association last night that 
trade and technical paper advertisers 


| may exert a powerful influence in 


raising the general tone of all adver- 
tising. 

“It is precisely because you are 
technical advertisers that you can 
play a leading part in correcting and 
preventing the abuses that so con- 
cern us all,” Mr. Seeley declared. 


' “Consider the great power and in- 


fluence of the editorial pages of the 
trade and technical press and remem- 
ber, out of your own experience, the 
remarkably profitable results you 
have had from advertising in that 
press. 

“T particularly call your attention 
to the fact that your success has 
been won by straightforward, honest 
advertising, factual but interesting, 
imaginative but truthful, compelling 
but absolutely free from bunkum, 
ballyhoo and indecency. 


Set an Example 


“With these three ideas, I ask you 
to relate a fourth, namely, that na- 
tional advertisers are trade and tech- 
nical paper readers, and often buyers 
of advertising space in them. 

“It is not unreasonable, therefore, 
to think that the trade and technical 
press, in both editorial and advertis- 
ing sections, is capable of exerting 
a powerful corrective influence on 
consumer advertising. 

“Perhaps some day an off@ 


his trade papers and send 
copies to his advertising ma 
with the query: ‘Why can’t 0 


advertising be as good as this?’ 

“To bring that day nearer, I ask 
you to prepare trade and technical 
advertising of the kind that will ex- 
cite the envy and stir the emulation 
of the national advertiser. There is 
much advertising of this kind now 
running; we need more of it, that 
the power of example may work upon 
every national advertiser who reads 
a trade paper.” 


F. R. C. Issues 
New Report on 


Radio Stations 


Washington, D. C., Feb. 8.—There 
was a total of 610 radio stations in 
the United States on Jan. 1, 1933, of 
which 283 are assigned unlimited 
time, 20 limited time, and 166 share 
time with others, according to a re- 
vised list issued by Federal Radio 
Commission. 

Of the total, 93 stations are on 
clear channels, 279 are on regional 
channels, and 236 on local channels. 
All together use 90 different frequen- 
cies. 

On Jan. 1, 1933, there were 599 
transmitters in use, exclusive of aux- 
iliary transmitters. 


New Owners Revive 
French Daily Paper 


The daily edition of Courrier Des 
Etats-Unis, New York French news- 
paper, which was suspended six 
months ago, has been revived by new 
owners. The Sunday edition has ap- 
peared since 1928. 

The new owners include William 
M. Hewitt, president; Louis Meyer, 
vice-president and business manager, 
and H. Webel, secretary. 


To Advertise Brassieres 


United Advertising Agency, New 
York, has been appointed by Artistic 
rassiere Co., New York. 


7 


pany. 


Review and in 


:. is a pleasure for me to 
announce the appointment of 
Emite R. Weapon as Advertis- 
ing Manager of PicroriAL 
Review, and his election as 
Vice President of this com- 


This action has been taken in 
recognition of Mr. Weapon’s 
splendid services during his 
connection with PicrorRIAL 


his standing in the advertis- 
ing fraternity. 


recognition of 


Lee ELLMAKER 
Publisher 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


POSITIONS WANTED 


SECRETARY - CORRESPONDENT- 
STENOGRAPHER. Nine years’ expe- 
rience advertising field. (Advertising 
Agency and International Publishers’ 
Representatives.) Familiar all de- 
tails, including Checking, Rates, Bill- 
ing, Contract, Media, Research De- 
partments. Unusual qualifications, 
training. Highest references. Dor- 
othy Rabkin, 286 E. Parkway, Brook- 
lyn, N. Y. 


ADVERTISING MANAGER—Five 
years as right hand man to owner 
national agency with radio, direct 
mail, trade journal, and general mag- 
azine accounts. Layout, copy, produc- 
tion and sales management experi- 
ence. Hard worker, married, quiet 
habits. Box 254, ADVERTISING AGE, 
Chicago. 


FIT AS A FIDDLE—Ready for 
agency, publisher, manufacturer, as 
assistant. Young, agency experienced 
visualizer—business getter—producer. 
Layouts, lettering, production, sell- 
ing. Age 26, single. Box 256, Apvrr- 
TISING AGE, Chicago. 


ADVERTISING SERVICE MAN- 
AGER—Broad experience managing 
and preparing copy, layouts, produc- 
tion for largest trade publisher in 
country. Age 28. Married. Diplo- 
matic, Observing. Forceful. Trav- 
elled. Convincing writer advertising 
and editorial. A man power value! 
J. H. Renkens, 400 W. Wharton Ave., 
Glenside, Pa. 


YOUNG MAN, 35. Eight years’ ex- 


perience with large newspaper in cir- 

ien accounting work. Wishes po- 
ith an advertising or news- 
pbneern. Willing worker. Can 
treferences. Moderate salary 
BBox 257, ADVERTISING AGE, 


ADVERTISING AND SALES Ex- 
ecutive with broad experience in 
architectural and construction fields, 
paints, hardware, toilet goods, and 
miscellaneous products, desires con- 
nection. Agency account executive 
and European manager; ten years 
assistant advertising manager large 
national advertiser; last four years 
sales manager building specialty 
manufacturer. Now located in New 
York City. Box 261, ADVERTISING 
AGE, New York. 


PRODUCTION MAN—10 years’ ex- 
perience forced out by depression— 
will go anywhere. Best references, 
modest salary. Box 262, ADVERTISING 
AGE, New York. 

COPYWRITER—Thoroughly expe- 
rienced in National Retail Chain 
Store copy, layout and production. 
Also former copy chief of newspaper 
retail promotion department. Cata- 
log experience. Age 30. Box 263, 
ADVERTISING AGE, New York. 

AVAILABLE—Young lady with 
ten years’ experience in small agency, 
including contacting, copy-writing 
national accounts, successful solici- 
tation new business, space-buying, 
production, expert bookkeeper and 
stenographer. Nominal salary and 
commission preferred. Box 264, 
ADVERTISING AGE, Chicago. 


AVAILABLE FOR AGENCY—Ad- 
vertiser—or Publication. Experiened 
all details, agency and national ad- 
vertising, including outdoor. Han- 
dled several largest food accounts. 
Successful record as newspaper ad- 
vertising manager, and as sales ex- 
ecutive. Box 258, ADVERTISING AGE, 
New York. 


ADVERTISING newspaper or mag- 
azine salesman with over twenty 
years’ advertising experience with 
some of the large eastern dailies. De- 
sires position in any city. Married, 
age forty-five, good health and strong 
personality. Highest references. Han- 
dles all lines accounts, former ad- 
vertising manager. Good mixer, pro- 
ducer of new business. Consider rea- 


LYSOL IS FRANK 
IN DISCUSSING 
DELICATE TOPIC 


(Continued from Page 1) 
American Magazine, and the ratio of 
full pages has been increased. 

Factors having to do with the ven- 
ture are that the subject is important 
to husbands, that the bringing of the 
husband into the picture compensates 
to a great extent for the ambiguity 
enforced on advertising of this char- 
acter, that the emphasis put on male 
responsibility attracts men while 
adding to feminine interest in the 
copy, and that husbands are fre- 
quently called upon to make pur- 
chases about which wives feel self- 
conscious. 


Aimed at Husbands 


Much of the campaign’s success 
has doubtless been due to the effect 
on women of a message on this sub- 
ject addressed to men in the tone of 
a curtain-lecture, reprimanding them 
for shirking their responsibility with 
the excuse it’s a woman’s affair. Be- 
ginning with a huge, accusatory 
“Sir,” the advertisements get down 
to facts bluntly in the manner illus- 
trated by the following excerpt: 

“What have you done to help her 
avert those periodic fears? 

“A pat on the shoulder ... a com- 
forting kiss. .. Sir, do not deceive 
yourself that these feeble attempts 
will quiet the fears and apprehen- 
sions so constantly recurring in your 
wife’s life. 

“It is knowledge that she needs. 
Authoritative information on mar- 
riage hygiene. If she struggles on 
without it, fear will haunt your 
home throughout your married life. 
Will you let her harbor this fear... 
When you can SQg@eed F 
fully dispel it?” 


let, “Marriage Hyg 
lowed by an exposi 
culiar usefulness. . 

ments are keyed and bear a coupon. 

Another distinct audience visual- 
ized in the copy plan comprises the 
readers of Photoplay, True Story, 
Motion Picture, Movie Classic, New 
York Sunday News and the Tower 
Group. “Calendar Fear” is the theme 
used here, due concern for which is 
impressed by statements that it acts 
on the feminine system like a poi- 
son and that it can magnify a minor 
feminine irregularity until it seems 
like a physical crisis. 

The illustrations are posed by 
worried young women and marked 
calendars. Copy, apparently, is in- 
tended to assist those inexperienced 
in facing “woman’s oldest problem.” 

The primary object of the third 
campaign is to make patrons of 
older women who have favored other 


sonable salary in order to prove real 
worth and ability. Full information. 
Address F. H. R., 5915 Webster St., 
Philadelphia, Pa. 


DESIGNER: ORIGINAL IDEA 
man on product styling and packag- 
ing, desires connection with promi- 
nent concern. Salary or retainer fee. 
Box 260, ADVERTISING AGE, New York. 


ARTIST—Versatile. Layouts and 
finishes. Formerly art director New 
York and Chicago agencies handling 
national accounts. Also Direct Mail 
experience. Unusual background in 
photography and engravings. Will 
leave Chicago for suitable connection. 
Box 259, ApverTIsSInG AGE, Chicago. 

A-1 SECRETARY—Five years’ ex- 
perience publishing, advertising, 
banking. Knowledge bookkeeping, 
dictaphone, switchboard and all office 
routine. Best references. Miss E. M. 
Schaiell, 12374%4 Greenleaf Avenue, 
Chicago. 

IN OR NEAR CHICAGO—Adver- 
tising man, 30, experienced copy, lay- 
out, wants position Chicago area. 
General or industrial products. 
Sound practical worker. Moderate 


salary. For interview write Box 265, 


ADVERTISING AGE, Chicago. 


products and methods. The schedule 
for this type of copy includes Wom- 
an's Home Companion, Delineator, 
McCall's and Good Housekeeping. 

The advertising features the ex- 
pert testimony of female gynecol- 
ogists of international reputation. 
Surrounded by microscopes, _ test 
tubes and reagents, they endorse the 
Lysol method in the light of case 
histories telling the consequences of 
periodic fear. 


Color Ben Day Process 


Printing on Newsprint; 


Your Plates or Ours 
Shopping News— Cleveland, O. 


Founded in 1868 


Numbers among its 
readers a higher per- 
centage of key execu- 
tives than any other 
publication in the world. 


+ ‘ 


Published by 
The Bradstreet 
Company 


148 Lafayette Street 
New York 


ture Pu 


The largest producers 
of Picture Puzzles in the 
world— 


EINSON-FREEMAN CO. ‘*& 
LITHOGRAPHERS 


store display 
adver pising 


Starr & Borden Aves., Long Island CityINEW YORK 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK : 310 East 45th St. 
CHICAGO - 210 So. Desplaine St. 


and 34 other cities 
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PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


IN CHICAGO ART DIRECTORS’ EXHIBIT 


How the complete line of Norge refrigerators is being presented to dealer-distributor meetings by 
company's sales executives. 


CALLED TO ORDER SUCCESSOR TO THE BARBER'S SHAVING MUG? 
A PERFECT DAY _— —— — 


rstfte 


rs 
be- 


The natural food for a dog. 


BUT if "4 like @ cdpy 

of the censored ad, fast wall Reindeer meat from Alaska 
this coupra oat ok = combined with other essen- 
ree tial non-starchy foods dogs 


require. 


“Fat For Human Conmmpnon” 


: 
_ i 


Dotribstors 


1 ic ei EERE Ri HS a » eacliihes Foley Grocery Co. Favew Mere. Co. 
"St. Paul Pioneer Press’ refused to The mug business, given a body blow by the introduction of shavin 
run the White Rover dog food ad- creams, will probably be driven from its last stronghold in barbe 
vertisement pictured at the right, shops if this refillable shaving cream dispenser proves popular. 
so Greve Advertising Agency, han- was molded of Durez by Norton Laboratories. 


; : 7 dling the account, countered with 
This unusual relief photograph, by H. K. Shigeta of Shigeta-Wright the one at the left. The agency 


Studios, for Powers Regulator Company, was included in the first reports that in response to the cou- 
annual exhibit of Art Directors Club of Chicago which closed this pon, it will gretiehie have to print 


week. Some 300 paintings, etchings, drawings, photographs, etc., as many copies of the origi d- a ps ag — ' Wy, lj. 
were exhibited in the event, which promises to be an annual attraction. po se. Bs . the saoer te taal ) MM OOTH as an '¢) Lm 


lation. 


DISPLAYS COMPLETE LINE IN NEWEST DRESS 


Tony Canzoneri, hghtweight boxing champion of the world 


'‘ATCH a champion boxer in If you would know the full mean- 
the ring. What rhythm! Every _ing of a smooth smoke .. . try a pack 

move a poem of smoothness. of silken-smooth OLD GOLDS. 

That's the smoothness of an OLD ° 

GOLD. A harmony of the world’s 

fimest tobacco, queen-leaf Turkish Remember:—No better tobacco 

and domestic tobacco; prime-cured, grows than is used in OLD GOLDS. 

free of all hot-burning artificial And they are FULL-WEIGHT. Ba 


sine ineatean eh tae spec = AMERICA’S SMOOTHEST CIGARETTE 


The smoothness of action of Tony Canzoneri, lightweight champion 
This mass display shows every product in the line of Kraft-Phenix Cheese Corporation, Chicago, and of the world, provides the theme for this Old Gold newspaper 
gives a splendid idea of the family resemblance in the new packages just adopted for the line. advertisement. 
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